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Bob Burns is leaving Kraft Music 
lall to broadcast for Campbell’s 
Soup, and he’s already beginning to 
miss the support of Bing Crosby’s 
outboard shirttail. 


vy? 


The oil companies are reported 


ready to “offer suggestions to 
Ickes.” And at the same_ time 
they’re undoubtedly preparing to 
duck. 

7, F F 


Retailers, who know women far 
better than their lovers do, say they 
are more interested in garment 
styles than fabric content. You can 
lead a daughter of Eve to an in- 
formative label, but you can’t make 
her read it. 

v v v 


The manufacturers 
ties have included a couple of 
snifters in the sales presentation. 
This is what experts would call an 
ideal combination for business and 
pleasure. 


of Smoothie 


~~ © ¥ 


If dealer presentations are to 
include ample facilities for success- 
ful entertainment, sales managers | 
will soon begin to look over ex- 
pense accounts with a far more 
tolerant eye. 


v,vy 

The consumer movement is still | 

alive, ADVERYISING AGE says. But 

comes the revolution or the defense | 

boom, Mrs. Consumer will take | 
what she can get, and like it. 


. ww | 


Photographs of contest entrants 
wearing Stardust slips will be fea- 
tured in a magazine campaign, and 
the advertiser is hoping against 
hope they won't force him to go 
back to professional models. 


et 


Swift is playing up branch house 
employes in an institutional cam- 
paign in thirteen cities, and it will 


be worth the money if only the 
employes read it. 

, cae v 
George Baker, answering Dale 
Nichols’ criticisms of the Guild 
Artists’ recent Sexhibition, says 
that Mr. Nichols’ delightful red 


barns also have hay lofts. But that 
isn’t what makes them delightful, 
is it, Dale? 


= © 


Defense plants are springing up 
among Miami's palm fronds, it is 
reported, but next season's crop of 
tou will still look at 
the bathing beauties. 


ists longest 


,vy, 
A Nation’s Business writer says 
so many celebrities are charging 
for their oratory that very little 
speech is free. The man who wrote 
that never had experience as a 
rad program director or club 
‘uncheon arranger. 
v v ’ 
Annual reports continue to ap- 


Pear all dolled up with fancy illus- 
ations and art work, but the hard- 


headed stockholder is still most 
interested in the difference between 
red and black ink. 
’ v ’ 

‘ The only copywriter who has thus 
‘ar escaped the long arm of the 
PTC the author of resort folders 
describing the volume and variety 
OF the 


fishing. 
Copy Cus. 


| 1770-line 


| whatever 


G-E, Oil Burner 
Industry Urge 
Fuel Saving 


Seasonal Oil Changes 
for Autos Advised by 
OPACS Group 


New York, July 
full cooperation with the govern- 
ment in efforts to conserve fuel 
for defense purposes, the emer- 
gency committee of the Oil Burner 
Industry appealed today for con- 
sumer support of the national pro- 
gram in the first insertions of a 
newspaper campaign scheduled for 
extension throughout nine Eastern 
states. 

Appearing in the New York Her- 
ald Tribune and Washington Star, 
copy was addressed “to 
5,000,000 families who will heat 
with oil next winter.” With the 
government “taking vigorous ac- 
tion to see that oil will be pro- 
vided,” individual consumers 
should lend a hand by avoiding 
waste, copy continues and includes 
a list of “4 ways to save money 
type of fuel you use. 
patriotic slant is emphasized 
the suggestion that 


16.—Pledging 


The 
with 


To consumers who have their 
heating plants tested and adjusted, 
copy promises an emblem to iden- 
tify the home and a certificate to 
be attached to the plant. A coupon 
to be signed as a pledge to the gov- 
ernment is included. 


To Decide Scope 


hinge on the outcome of a meeting 
to be held next week. About 300 
manufacturers of oil burners, mem- 
bers of the Oil Burner Institute, 
and 900 manufacturers of 
ated lines, including makers of in- 
sulation and glass, are expected to 
participate with voluntary contri- 
butions. 

According to plans drawn up by 
the agency, Fuller & Smith & Ross, 
insertions would appear weekly for 
three months in newspapers in 
New England, New York, New Jer- 
sey, Maryland, Delaware and east- 
ern Pennsylvania A complete 
line of display and other promo- 
tion material has been prepared 
for dealers 


assocl- 


Oil burner dealer associations in 
New York and Philadelphia are 
considering campaigns with the 
same theme, it was learned her 
today. 

G-E EMPHASIZES FUEL 
SAVINGS IN NEW DRIVE 
Bloomfield, N. J., July 17.—Spot- 


lighting an “unprecedented oppor- 
tunity to perform a service for the 
community and make friends for 
automatic heating,” General Elec- 
tric Company has outlined for its 
distributors and dealers a coopera- 
(Continued on Page 32) 
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Test Campaigns 


Voice of the Advertiser 


money | 
saved be used to buy defense bonds. 


Extension of the campaign and 
|the appropriation, expected to} 
amount to at least $150,000, will 


TO WOMEN 


Save the Save the Saue the 


The Central Bank of Oakland, Cal., ad- 
dresses these appeals to women on the 
women's pages of California newspapers. 
Copy urges women to prevent another 
"Silk Shirt Era’ by saving steadily for 


their own and America's defense. Emil 
Reinhardt, Advertising, handles the 
account. 


Drop Newspaper, 


Radio Inquiry, 
ANPA Asks FCC 


Publishers May Go to 
Court If Hearing Is 
Pressed 


Washington, D. C., July 16 
American Newspaper Publishers 
Association filed a motion with the 
Federal Communications Commis- 


jsion this week asking that the FCC 


investigation 
of radio fa- 


authorizing an 
newspaper control 


order 
of 


cilities be vacated. The ANPA mo- | 


tion claimed that it is unconstitu- 
tional for FCC to adopt a_ policy 
forbidding press participation in 


broadcasting. 


The motion was filed with FCC 
Monday by Elisha Hanson, ANPA 


general counsel. The FCC legal di- 
vision, it was lparned today, is still 
(Continued on Page 29) 
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Consumer Views on Canned 


Goods, Labels Are Shown 


Roper Study Finds Much 
Confusion Over Mean- 
ing of Grading 


Washington, D. C., July 17.—The 
most comprehensive effort ever un- 
dertaken to determine the reaction 
of consumers to canned goods and 
their labels has just been com- 
pleted by Elmo Roper for the Na- 
tional Canners Association. The 
copyrighted report of the study con- 
tains many hitherto unknown facts 
the controversial subject” of 
grade labeling. 

Findings resulting from personal 
interviews with a nationwide sam- 
ple of 7,500 adult women are sum- 
marized in the report as follows: 

1. A great majority of the public 
is satisfied with its experiences with 
canned foods, but there are enough 
unsatisfactory quality 
to indicate the need for continued 
Vigilance in the industry. 

2. The price of canned foods is 
not regarded as being at all unrea- 
sonable, but there are indications 
that certain other foods such 
milk and fresh vegetables enjoy a 
definite price advantage in the 
minds of the public. 


Buy by Brand 


as 


3. Most people now buy canned 
foods by brand. Eighty-five percent 
have no difficulty in picking out the 
quality or kind they want and most 
people are not aware of the absence 
of any important information 
the labels of canned 

4. There is very little active de- 
mand for grade labeling on the part 
of housewives generally 

5. Despite this, than half 
of the people showed a receptivity 
for the idea of grade labeling when 
the subject was introduced spe- 
cifically to them. A third of the 
sample was willing to go so far as 
to say that it is “necessary and 
should be done.” 

6. Much confusion exists 
what grade labels might mean 
who think it necessary, 
good idea, that the government 
grade all canned food, only 26.1 
per cent indicated a realization that 

(Continued on Page 31) 
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Last Minute News Flashes 
Cancel Space, Consider New Copy for Lucky Strike 


New York, July 18. 


an estimated $750,000 worth of 


space 


Cancellation by American Tobacco Company of 


in a wide list of magazines was 


reported today to be a prelude to an entirely new copy technique for 


Lucky Strike cigarets. It 
sideration featuring the 
artists, dramatizing 


paintings 


zines have 


is understood that a campaign is 
of leading 
the tobacco country 
lated for resumption when the pictorial copy is ready. 


under con- 
contemporary American 
magazine schedules are 
Weekly maga- 


The 


not been included in the cancellation order and will switch 


to the new copy style as soon as possible. 


O'Sullivan Rubber Company Plans Campaign 


New York, July 18 


O'Sullivan Rubber Company, Winchester, Va., 


will conduct its first extensive advertising campaign in ten years next 


fall, with schedules in Collier’s and Life and spot broadcasts ove! 
tions in key cities throughout the country 
heels 
and continue through Christmas, will also in- 
Bermingham, Castleman & Pierce is the agency. 


be introduced for O’Sullivan’s 
way early in September 
clude use of displays 


sta- 
A new trade character will 
The drive, which will get under 


Calvert Names Geyer for Old Drum Whisky 


New York, July 18 


1 


Chicago, July 18. 


Calvert Distillers Corporation today appointed 
Geyer, Cornell & Newell as agency for Old Drum whisky, effective Sept. 
1. Copy will be concentrated in newspapers. 


Promote Toastmasters in Magazines, New Column 


McGraw Electric Company, Elgin, IIl., will promote 


its Toastmaster products, in a campaign extending from Labor Day to 


| | Christmas, in full-color, full-page copy in ten national magazines and by 
33 | @ 13-week participation in the new Nancy Sasser personalized Sunday 
16| advertising column in 32 newspapers. 


Erwin, Wasey & Co. is the agency. 


on | 


Defense Economy 
Pattern Outlined 
by Leon Henderson 


Price Control, More 
Non - Defense Produc- 
tion Called For 


|Editor’s Note: The clearest and 
most detailed exposition of the gov- 
ernment policy as it affects 
ness and the public during the 
present emergency which has yet 
been presented by a_ responsible 
government spokesman is contained 
in the following address 
Henderson. 
considerable 
derstanding 


busi- 


by Leon 
It is presented here in 
detail because an un- 
of the pattern which 
it sets up is essential to every mar- 
keting man, regardless of whether 
or not he may agree with its basic 
| Premises or its conclusions. | 


| Atlantic City, July 15.—Only 
| through expanded production and 
foot of goods and services which do 
not interfere with essential defense 


operations can America hope to 
avoid inflation during the years 
that lie ahead, Leon Henderson, 


,}administrator of the Office of Price 
| Administration and Civilian Sup- 
ply, told the New York Housewares 
Manufacturers Association at a 
meeting here yesterday 

Great 
| and 
are 


dislocations — in 
industry and in private lives 
inevitable, he «asserted, but 
production of non-defense goods, 
and the use of non-defense serv- 
ices, should be stimulated as greatly 
possible in order to help take 
the place of those goods and serv- 
ices which will no longer be avail- 


business 


as 


able, or available in insufficient 
quantities, because of defense 
needs. At the same time, while 


price rises are inevitable, Mr. Hen- 
derson clearly indicated his inten- 
tion of “barging ahead” in the 
price control field in order to pre- 
vent unjustified price increases 

“IT would not be fair to you if I 
did not speak frankly to the 
seriousness of the days and years 
ahead,” he said. “It has been only 
in the last few weeks that I have 
felt that the country was beginning 
to understand what this means to 
our lives, our businesses, and our 
precious rights. 

“Let me put it this way: 
person within the sound of my 
voice will be touched, and many 
will be touched harshly, by the de- 
fense program. 


as 


every 


“Party is Over” 

“The first year of this program 
to protect democracy here and 
abroad brought little change in our 
ways of life. Those months were 
largely ones of preparation, of 
‘tooling up’ for the proauction jobs 
ahead. Those were the honeymoon 
months — the golden months 
people were going back to work, 
pay envelopes were fattening, you 
men were getting orders you had 
dreamed about in the past ten years 
of business drought. 

“It becomes my disagreeable duty 
to tell you that the party is over. 

“Next week, at my offices in 
Washington, my staff will sit down 
with the makers of oil burners, 
automobiles, metal furniture, and 
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July 21, 194; 


household appliances, to explore 
the future. I wish I could tell you 
that we had an easy solution, that 
everything is going to be all right. 
I can’t promise you any such hope. 
All I can tell you is that only by 
sweating blood and tears can the 
dislocations be held to a minimum. 

“No exactly similar paradox ever 
confronted American business. Cus- 


tomers, ready, eager, and able to 
buy will be crowding the market 
places and stores, but manufac- 


turers will be unable to get enough 
raw materials to satisfy demands. 
All of us will get tired and sick of 
hearing that unfamiliar word 
‘shortage’. 


Aluminum Cited 

“Take aluminum—the most 
miliar example. Even as late 
last winter, defense officials thought 
we had enough for both military 
and civilian needs. But as the pro- 
gram unfolded and grew larger of 
necessity, it became apparent that 
the supply of aluminum available 
for civilian use would have to be 
cut materially and now we know 


fa- 


as 


;oOur 


| done. 


the defense program falls. Guns, 
tanks, airplanes, and ships are built 
of the same basic materials as au- 
tomobiles, washing machines, elec- 
tric toasters, kitchen stoves, and 
paring knives. It is becoming evi- 
dent now that the amount of cop- 
per, steel, aluminum, nickel, zinc, 
chromite, manganese and a number 


of other materials required for 
armaments is going to be so great 
that we won’t have enough left 


over for consumer’s durable goods. 
This means rationing, not by cards 
at the stores but at the raw mate- 
rial line, and rationing means that 
someone is going to get hurt. 
“Some of us in Washington have 
been fighting for a long time to 
meet this problem by expanding 
supply, by building more aluminum 
plants by getting more copper 
either from South America or from 
own mines, and by expanding 
steel capacity. And a lot has been 
But we know 
forts for expansion have been far 
too small. Last year was the time 


|to move but now last year is past. 


that practically none will be avail- | 
able after military needs are taken | 


care of. 

“The same thing is true on a 
somewhat milder scale regards 
many other raw materials—most 
of them metals, for it in this 
field that the sharpest impact of 


as 


is 


Idle Factories Seen 

“Thus, it a dark picture I 
paint. It is a picture of factories 
made idle by lack of raw materials 
to turn out civilian goods, of men 
made idle by lack of materials to 
work with, of single industry towns 
blighted by a spurious prosperity 


1S 


now that ef- | 


based on production of goods which 
we can’t wear, or eat, or live in. 

“When President Roosevelt 
named me as administrator of the 
Office of Price Administration and 
|Civilian Supply he gave me two 
main jobs—first, the spreading of 
scarce materials, after defense 
needs had been satisfied, among 
factories making the kinds of goods 
you use in your private lives, and 
second, the holding of prices within 
reasonable bounds. 

“The shortage situation I have 
been describing lies at the heart 
of my twin duties. On the one hand 
my office must decide what industry 
gets what materials out of the 
relatively scanty supply available 
and on the other hand we must 
see that the prices paid for those 
scarce materials or what will be 
equally scarce, the goods manufac- 
tured from them, do not skyrocket. 


Must Use Ingenuity 
“I cannot spell out the order of 
all civilian priorities. It is obvious, 
|however, that not until defense 
| needs have been met will there be 
| re left for conversion into 
consumer goods. In plain words, 
you and similar manufacturers will 
|}have to use your traditional Amer- 
|incan ingenuity and resourcefulness 
‘to the utmost to keep going. 
“IT have a sign in my office which 
(Continued on Page 34) 


n lowa’s urban market of a million... 


376.372 Sunday 


@ America’s sixth food market 
is not Boston, or Cleveland or 
Pittsburgh! 


It's the 81 cities of lowa, 
united by 4 out of 5 readership 
of The Des Moines Sunday 
Register-—Urban lowa—Amer- 
ica's No. 6 Food Market 


Urban-living lowa women 
have the same ideas about buy- 
ing advertised brands of peas 
or perfume as your wife does 

and to the tune of half 
a billion dollars a year 


Worth influencing? Defi- 
nitely' When it’s done so 
easily, effectively and eco- 


nomically through 


The Des Moines 


Register and Tribune 


318,965 Daily 


Milline $1.59 Milline $1.57 


Urban Retail Food Sales—Dept. of Commerce 


| sue 


| scale 


Plan Anti-Freeze 
Drives Although 
Shortage Looms 


Various Will 


Themes 


of Producers 


New York, July 17.—Despite the 
fact that defense requirements 
point to a shortage of anti-freeze 


vent of October will usher in con- 
sumer advertising in this classifi- 
cation as usual. Total advertising 
expenditures will be less than last 
year, with all plans subject to new 
developments that may crop up. 

Of particular interest in the mer- 
chandising of anti-freeze products 
this year, ADVERTISING AGE learned 
today, will be the different ap- 
proaches employed by manufac- 
turers in meeting the exigencies of 
the situation. 

National Carbon Company will 
meet the issue squarely in its ad- 
vertising copy by explaining the 


phasizing the vital role played by 
the chemicals used in Prestone and 
Trek in defense. Consumers will 
be urged to visit their dealers early 
in order to be assured of their 
supply. Newspapers and magazines 
will be used, although the budget 
will be reduced somewhat below 
last year’s expenditure of approxi- 


mately $700,000 in these two me- | 
$2.65 | 
for Prestone and $1 for Trek, per | 


dia. Prices will continue at 
gallon. 

E. I. duPont de Nemours & Co., 
on the other hand, expects to pur- 
its campaign in newspapers, 
magazines and outdoor on the same 
as last year. According 
plans at this writing copy will not 


tie in with the emergency theme. | 


Newspaper, magazine and outdoor 


copy will break in October with 
total expenditure estimated at| 
$300,000 for Zerex, Zerone and 


Five-Star anti-freeze. Gallon prices 


remain at $2.65 for Zerex, $1 for} 
Zerone and Five-Star. 
U. S. Industrial Chemicals has 


just dispatched a letter to distribu- 
tors advising them not to 
further orders, since all indications 
are that the volume booked will 
consume whatever stocks are avail- 
able. Advertising plans for Super- 
Pyro have not yet been formulated, 
and schedules will be based on a 
survey of the situation locality by 


locality. 


Keller Named Head 


of “Post-Gazette” 

Oliver J. Keller, vice-president 
and general manager of the Pitts- 
burgh Post-Gazette for the past 14 
years, has been elected president of 
the Post-Gazette Publishing Com- 
pany to fill the vacancy caused by 
ithe recent death of Paul Block, 
publisher. 

Paul Block, Jr., son of the late 
publisher, has been elected vice- 
president and associate editor, and 


| William Block, another son, was 
|named secretary. Leo A. Wise will 
|continue as treasurer. New mem- 


|bers elected to the board of direc- 
| tors, in addition to Mr. Block’s two 
|sons, are Herbert G. Wyman, di- 
lrector of advertising, and Ray 
| Foudray, circulation manager. 


| as . 

Oil Journal Joins ABP 

| The Oil and Gas Journal, Tulsa, 
Okla., has been admitted to mem- 
bership in Associated Business 
Papers. 


Mark Consumer Copy 


preparations next season, the ad-| 


reasons for the shortage and em-| 


to | 


solicit | 


GUESSOLINE 


_'\ Why gamble with 
guessoline ? 


You know 
what youre getting with 


RED CROWN 


Give your car the “Tonkful Test” and see why mid 
west motorists choose Red Crown gasoline over any 


other brand by a margin of... 


TUNE IN of AUCTION. QUIZ every Friday might NBC Blue Network 
YOUR STANDARD OIk DEALER 
| A punster thought up a word good 
| enough to figure in this first of a series 


of late summer newspaper advertise- 
ments by Standard Oil Company of 
Indiana. Guessoline describes the unad- 


vertised brands of gasoline about which 
the public knows little or nothing. 


Socony-Vacuum 
Expands Stations 
in Eastern Market 


Philadelphia, July 16.—Expan- 
sion of Socony-Vacuum Oil Com- 
pany’s marketing operations in this 
area were indicated today with the 
acquisition of 28 service stations 
i\from Shell Oil Company. The lat- 
| ter will retain eight of its own out- 


|lets and continue to service its in- 
dependent dealers. 

| Shell’s move was said to be in 
line with a_ policy, inaugurated 
about a year ago, of weeding out 
unprofitable stations as well as 
|those regarded as difficult to sup- 
| ply. Several outlets in other parts 
|of Pennsylvania have already been 
disposed of for these reasons. 

| Although it has had some distri- 
‘bution in the Philadelphia terri- 
tory, Socony-Vacuum’s operations 
have heretofore been concentrated 
|largely in New York and New 
| England. 


-Gardner-Richardson 


Elects New Officers 


Cc. L. Keller, formerly a_ board 
member, has been named chairma! 
of the board of Gardner-Richarcd 
son Company, Middletown, ‘ 
Robert J. Richardson was elect« 
to the board and was named con 
pany secretary, W. E. Sooy wi 
named a vice-president, and E. 
Gardner, Jr., was elected assista! 
to the president. 


Two Appoint Scheer 

Coronet Chemical Compa! 
Allenwood, N. J., has appoin'! 
William N. Scheer Adverti: 
Agency, Newark, to direct adver’ 
ing for its new Strike Antise} 
powder. Drugwell Laborat 
Newark, has named this agency 
LeBon tooth paste. 


“Ask your Agency \ 
to ask the £ BH 
COLONEL!” +See 


KSD 


THE POST-DISPATCH STATION 
550 KC 


NBC Red 
ST. LOUIS 
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—and watch your cost 
of distribution DROP! 


SEE Broadcasting, Radio 
Daily, Sales Management 
and Tide for the rest of 
this picture! 


ROM alarm clocks to zithers, the high You'll be Market-Wise. The Blue covers means you have more left to spend for 
cost of distribution ts affecting every man- the places where you can sellin greatest = your program. 
ufacturer in every industry. Sales may ex- — volume at a profit. The Blue concentrates 


You'll be ProGram-Wise. First, because 


pand, but with rising labor and raw material _ its coverage in Money Markets, where the hes Re 
the Blue’s editorial policy stresses the 


costs, and retail price ceilings, profit mar- nation’s buying power 1s heaviest. finest schedule of news, sports and public 
. . , . ‘ 


You'll be Power-Wise. The Blue is thrifty service programs on the air. Second, be- 
with power. Where some other networks Cause Blue commercials (as proved by their 
offer a larger number of S50 kw stations, evening CAB average of 10) have built an 


gins are in danger of extinction. 
The answer to this ‘‘production-price- 
profit’? problem is not higher prices to the 


consumer, aS many manufacturers have ; audience es loval as it is larae. and c 
the Blue concentrates its high-power sta- | audience as loyal as it 1s large, and cost 
earned... , ; ( . aD 
jee , ee tions in the areas where power is most their sponsors 44° less per quarter hour 
The answer 1s /ower distribution costs. ; ae 
needed —conserves it elsewhere. than their major network competition. 
Radio has proved the most economical 
way to move goods from producer to con- You'll be BuoGet-Wise. Ihe Blue’s con- HWS, in a nutshell (or two): On the 
sumer, and the Blue Network is the natu- centrated coverage and its famous ‘‘Blue Blue you get effective coverage of produc- 
ral choice for a manufacturer who wishes Plate’’ discount plan combine to give you tive markets at profitad/y low cost. Buy Blue 
to lower his cost of distribution right now. national coverage at the lowest cost of any and you take that first major step toward 
Why pick the Blue, you ask? kor four medium entering the home. You can now lower distribution costs—and more ‘‘sales 
g 
very good reasons. ‘go national’ on a modest budget, which — thru the air with the greatest of ease.”’ 


National Broadcasting Company « 4 Radio Corporation of America Service 


THE SHOW “BUY” OF THE MONTH “SPIN AND WIN WITH JIMMY FLYNN”... A fast-moving quiz program in a 
carnival atmosphere .. Fur » Music, prizes, evervthing but the popeom... Now touring the army 


camps, this popular show 1s heard via the BLUE NETWORK Saturday 9:00-9:30 P.M NYT) 
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New York, 


tion” 


“confusion 
ing private | 


the implications in a Washington 
ioe dispatch printed in ADVERTISING AGE 
: July 7. 
es “The official joint announcement 


of June 29 on defense housing pri- 
orities by E. R. Stettinius, Jr., Di- 
rector of Pr 


Charles F. 
Defense 


and 


Housing, 


Building Field 
Sees Huge Volume 


for Coming Year 


But Pinch Will Be Felt 
in High Priced Homes 
and Non-Defense Areas 


July 15. 


that there will be “very large vol- 
umes of public and private construc- 
during the 
Thomas S. Holden, president, F. W. 
Dodge Corporation, this week de- 
clared that there has been too much 
hysteria surround- 
which 
been occasioned by garbled news- 
paper dispatches out of 
ton,” and took 


duilding, 


iorities, 


said 


next 12 


issue with some of 


OPM, 
Palmer, Coordinator of 
nothing 


Ea ie apt aspenng rae paki 
whatever about stringent regula- 
tions on private non-defense con- 


struction,” he declared. “It said in 
effect that priorities would be 
granted to public and private de- 
fense housing projects in order that 
such projects may, by means of this 
preferential treatment, secure ade- 
quate amounts of critical materials; 
the critical materials, not the build- 
ing projects, will be the subjects of 
priority rulings. In the cases of par- 
ticular materials which will not be 
available in total amount greater 
than the amount required for de- 
fense projects of all kinds, this will 
act as a deterrent to non-defense 
projects and may result in their 
abandonment if it is not possible to 
find adequate substitutes. No one 
responsible for any phase of the de- 
fense program has in mind at this 
time (so far as I have been able to 
discover in personal interviews 
with numerous government execu- 
tives in the past few days) the pro- 
mulgating of any rule forbidding 
any particular type of building 
project. 

“The actual purpose of the prior- 
ity program for defense housing is 
to facilitate an increased volume of 
this class of housing. Mr. Palmer 
has stated publicly, on several 
recent occasions, that the estimated 
need during the current fiscal year 
| (July, 1941 through June, 1942) is 


for 625,000 new dwelling units in 
the entire country, compared with 
an estimated 500,000 units in the 
fiscal year just closed. Of the 625,- 
000 new units, he has stated that 
he expected 500,000 would be built 


by private enterprise and 125,000 
by government. So, this priority 


program is aimed at helping private 
enterprise projects to a much 
greater extent than at helping gov- 
ernment housing projects. To be 
sure, realization of this anticipated 
increase may tend to decrease all 
housing activity in  non-defense 
and housing activity every- 
where in the price classes above the 
maximum regarded as suitable for 
defense workers ($6,000 selling 
price; $50.00 monthly rental). Other 
economic factors, such as_ high 
taxes and shortages of critical ma- 


areas 


terials, would, without the new 
priority program, tend to reduce 
private building demand in non- 


defense areas and private demand | 


for higher-priced structures of all | the defense 


kinds everywhere. 
Calls for Horse Sense 


“IT do not wish 


| 


to minimize the! non-defense 


that tend to exaggerate or mislead. 
Horse Sense will prove more valu- 
able than hysteria in meeting these 
problems. 

“In the coming twelve months 
there will be very large volumes 
of public and private construction: 


a new program of industrial plant | 


expansion is under way, a 25 per 
cent increase in residential 
ing is aimed at by the defense hous- 


ing coordinator (who has also 


stated that his office and other 
housing agencies of government 
will take measures to _ facilitate 


modernization); there is the possi- 
bility that is not yet a certainty of 
a new cantonment program; the 
PWA has recently obtained an ap- 
propriation of $150,000,000 to sup- 
ply community facilities in de- 
fense areas; there may be some 
large electric utility plant expan- 
sion projects. The extent of pres- 
ent inventories of essential build- 
ing products which may appear on 
housing coordinator’s 
critical list, and the extent to which 
such critical materials or  substi- 
tutes may possibly be available for 
private building pro- 


problems that the building industry | jects are unknown factors in the 


will face in adjusting itself to the | 


new conditions and the _ difficult 
procedures it will have to follow 
under a system of priorities, but I 
do object to scarehead headlines 


because it concentrates selling power 
in New York, the world’s 

biggest market, where superlative sales 
opportunities demand more 


intensive coverage 


because it commands the 
reader loyalty of substantial, 
brand-buying families all 


,* over the country 


because it is powered for selling by the country’s leading 


= 


et ee ee — - a 
- 
& 
= 


Sunday advertising medium 


Che New York Times Magazine 


| 


| they say, asserting that homes cost- | 


}an all-time peak 
| the so-called defense areas. 


situation at this writing.” 
Cite Robust Volume 


In general, manufacturers and 
others serving the building industry 
express less concern over direct 
governmental action in the building 
field than they do over indirect 
effects of the defense boom on the 
availability of supplies and labor, 
and rising prices. Adoption of pri- 
orities favoring housing projects in 
defense areas will, of itself, have 
little effect on the industry’s robust 
volume in the near future, they say 
giving the following reasons: 

1. About 85 per cent of current 
FHA mortgage financing—now at 
covers homes in 


2. The designation of defense 
area, now given to some 300 com- 
munities, is expected to be ex- 
tended to about 2,000 before long. 

3. Passage of bills now in Con- 
gress will make available $500,- 
000,000 for new defense housing, 
providing for the construction of 
200,000 dwelling units by next July. 

Between 90 and 95 per cent of all 
dwellings now being constructed by 
private as well as public financing 
is now in the $4,000 to $5,000 class, 


ing more than $6,000—the figure 
designated by defense authorities 

will be “out” after Sept. 1, although 
many feel that this “maximum” 
figure will be raised. 

Indicative of the 
leading manufacturers in the im- 
mediate future is the fact 
representative advertisers are con- 
tinuing their promotional activities 
unabated. L. Robe Walter, advertis- 
ing manager, Flintkote Company, 
indicated that this program calls for 
more aggressiveness than hereto- 
fore. H. M. Shackelford, vice- 
president and sales manager, 
Johns-Manville Company, likewise 
reported promotion on the same 
scale as in previous years. 

No lumber shortage is anticipated 
by the building field, but concern is 
being expressed over hardware and 
plumbing supplies. 

On the other hand, a big factor in 
the lumber business located in Chi- 
cago declares that government de- 
mands have made lumber exceed- 


confidence of 


ingly hard to get, and asserts that 
“the situation has become so seri- 
ous” that even green lumber is be- 


ing used wherever possible. A 
Crane Company executive’ says 
there is plenty of plumbing equip- 
ment available and there doesn't 
seem to be any difficulty in getting 
cast iron used for enameled ware 
base, nor are prices up much. But, 
he says, the bottleneck at present 
is in the labor market, with plumb- 
ers so scarce that it is necessary to 
pay a premium over union scales. 

Industry spokesmen agree that 
the preferences given construction 
in defense areas will automatically 
spell hardships for building outside 
these zones. Operating as it is at 
virtual capacity and with defense 
construction requirements assuring 
heavy volume for the immediate 
future, the industry does not expect 
to feel any pinch at least until the 
middle of 1942 


build- | 


that | 


Helene Rubinstein 
Claims for Four 
Products Banned 


Washington, D. C., July 18 
Helena Rubinstein, Inc., whose ad- 
|vertising claims have resulted 
|Federal Trade Commission ceéase- 
and-desist orders upon past occa 
sions, has been ordered once agai: 
to abandon claims made for fou 
of its cosmetic products. The cas: 
is the first of a group involvin 
major advertisers in the beaut 
product field to be terminated b 
FTC through a desist order. 

Other major cosmetic cases sti! 
pending before the commission in 
volve Elizabeth Arden, Charles o 
the Ritz, Pond’s Extract Company 
Bourjois and Barbara Gould. 

Products involved in today’s or- 
der against Rubinstein are Town 
and Country face powder, eye las} 
grower cream, eye lash cream and 
darkener and egg complexion soap 
Claims banned by the order in- 
clude: That the powder is “pre 


expanded” and moisture proof; that 
the lash grower will grow ey 
lashes; that the lash cream wil 


prevent lashes from breaking; and 


that the egg soap “purifies the 
skin.” 
According to FTC findings, Ru- 


binstein claims as to pre-expanded 
and moisture-proof qualities of its 
powder “have no scientific basis, 
eye lash grower cream has _ no 
properties that would be of any 
value in promoting the growth of 
eye lashes and eye lash cream and 
darkener will not prevent them 
|from breaking. The egg content of 
|egg complexion soap is of no value 
/to and will not benefit the com- 
|plexion, and the soap will not 
|purify the skin in excess of clean- 
ing its surface.” 


Kurb Display Unit 
Offered to Dealers 


| International Cellucotton Prod- 
ucts Company, Chicago, is offering 
|dealers a display unit in connection 
|with the purchase of 10 tubes of 
|Kurb, with a full page of space in 
itwo colors in the July 14 Drug 
Topics to announce the offer. The 
special deal also offers two tubes 
|free and a special 10 per cent bonus 
discount. 

The copy refers to the Kurb 
advertising campaign in which 86 
|lines are taken on alternate weeks 


lin This Week and The American 
Weekly. The campaign _ started 
April 27 and will run through 
Oct. 5. 


Gets Candy Account 
Sidney Garfinkel Advertising 
Agency, Los Angeles, has_ been 
appointed to handle the Christopher 
Candy Company’s advertising. 


I'm the new boy around here. My 


name is WORDY. I used to work 
in the O. A. P. and I learned - 
much about the newspaper bu- 
ness they took me out of th 
PLAN. to work in these ads. to 
tell vou about the PLAN, Is that 
clear? Well. it isn’t to me, eith 

The boss says: “Ok, if you know 
so much. you take over, you tell 


“em.” IT saves: “OK. but don’t sfop 
aqme” He says: “OK, but make ul 

good!” “Geel” L says. Here I 
= go. Listen: If vou are a NE“ > 
@ PAPER man, if you want to II 
@ MORE LOCAL linage .. . | -u& 
Meest . . . that you send for the 
“BIG RED brochure. It describes 


» the PLAN that above thirty swell 
S newspapers are using. Just 154 


SHEE. VECPERE Babe A. EEN AGH 
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= 
= OREN ARBOGUST 
4 ADVERTISING 
Thirty N. Michigan Ave. 
: CHICAGO 
% To HELP NEwsparens T? 


Pee Fae ou Se ge Mean Sra ; ae RA at ee Gai a2‘ aet ON ev ” hn as aa sia at ety 
Fen , . a — 
a 
fe 
eid 
.: a 
- = 
- : a 
a} 
a a a 
i, PE GE Asserting 
al 
= ae ra 
: 4 a 
2 
Pe 
ee 
| , 
s — a 
- 7 
e el ; 
a f 
ae ; | 
*, . . ¥ ped" 
b “ «ne S© 
4 ) ; r\ | qa= } 
- a 
é yp meet | _ 
- D y® | 
ie  % 
Bee 3 i a ailecs 
” — A a <a a 
ae a ty a ~ py a) ec . 
+ | cae 
_s Y 4 i So —S ee ae’ a 
ee a , ™~ , es R. a ams a tee By a : iy i . 
i x ; a ae —_ REN eS Rs “ss —_— 
* Suey FSi 
toe ye % ee, ¥ ‘ . “ipo pres ee 2 / / e aN 
3 . S a Ee ee * ss - oe > ee es | 
? : tas “EA, oi ee es ie ; .% ‘J ‘S 
a3 m at : ee : ee % . 
Ss, % a: Ses fare oe Sy eer ~ s te 
Pc RS ™ sail a Mage ae Bee ae tog f . ; j ay ~~ a 
le a a ge a”, h fol 
# —> a ANG a Cher and 
i ==, '% ‘ 
— ae > 
ee 
a yitie® 
= ei 
. * fa 
} ing 
gto 
pit 
ue § 
nif 
ru 
tow 
bo" 
a . 
. 
. 
ee ae atts re OC its ——, cr & mys x >. “ae Tae § a > me or SK eR : eae Se eee ag a e a2 ees he ae cin ey <r 
; i eee & a ae uae Sues MET eee eke oe ie “pie + ‘ ge i nee PS aia ak - ore a ee. ah hon 7 te a eee - % baal “—_ ee: CG Wie io “f ae . ik ot gi ey! 
BEN Fo ve ee 4 a : Pe uy eae i, i - S. ‘ce Pie : f ; - ae : &, ? i ¥ 4 5 ay ¥ = tip : Peis sa _ “if as ma % 4 by / Pee se ay. % a iis a fi . wie “a 
if oN - os Ae aah i “4 ¢ . -.. Pind . Tn ee 7 Bs «iro ail Soe . Sate 


July 21, 1941 


Wm aene? te 
Ag ieee 


Aes RE 


ADVERTISING AGE 


— 

= 
| 
es 
= 


Reach 1,000,000 Buyers in the 
formative YOUTH market with 


SHEE. MOORE EOC AL LEN AGH nn 


FACTS ABOUT THIS YOUTH MARKET 


This is the “opinionated” American youth market 
between the ages of 16 and 19. These young 
people are exerting buying initiative of their 
own ... they eat, drink, buy clothes, do things 
each day ... and they do the choosing. They 
make the decisions as to what they will buy, 
what they will do. Here is IMMEDIATE BUYING 
POWER and here is FUTURE BUYING POWER 
as well, for the habits they form now will condi- 
tion their buying throughout the rest of their lives. 
In addition, these young people, by their “opin- 
ionated” desires, greatly influence purchases 
made by the entire family. 


FACTS ABOUT SCHOLASTIC ROTO 


Scholastic ROTO is an eight-page rotogravure 
supplement to high school newspapers... 
edited and distributed by the National Scholastic 
Press Association with outstanding member high 
school newspaper publications from coast to 
coast. Its net-paid circulation of 1,000,000 is NA- 
TIONAL. Its reader interest is unique because it 
features exclusively NEWSPICTURES from all 
over the nation, taken by high school students .. . 
of high school students and their activities. 
Scholastic ROTO is a part of the high school stu- 


dents’ own newspaper. 


FOR SAMPLE COPY AND FURTHER INFORMATION, CALL CENTRAL 0162, OR WRITE 


Scholastic ROTO 


333 North Michigan Ave., Chicago, Ill. 
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National Ice Ad Budget 
May Reach $2,000,000 


The advertising budget of the 
National Association of Ice Indus- 
tries for the next three years may 
reach $2,000,000 as a result of a 
33 1/3 per cent increase in tonnage 
assessments levied against sales of 
participating members by the board 
of directors. The budget for the 
past three years was $1,500,000. 

Popularization of the advantages 
of ice as delivered by the iceman 
is the continuing objective of the 
association’s promotion drive, ac- 
cording to Hurley G. Hust, adver- 
tising manager. Donahue & Coe, 
New York, continues to handle the 
account. 


Gimble Appoints Kudner 
Gimbel Brothers has appointed 
Arthur Kudner, Inc., as agency for 
a special eampaign marking 
stores’ 100th anniversary, to get un- 


der way in January, 1942. Activity | 


will be centered in the four cities 
where Gimbel’s operates — New 
York, Philadelphia, Pittsburgh and 
Milwaukee. 


LATIN AMERICA 
MAILING LISTS 


Send for free catalog. 


LATIN AMERICA LIST & 


INFORMATION SERVICE 
225 FIFTH AVENUE NEW YORK 


the | 


Court Refuses 
fo Dismiss Suit 
Against Colliers 


New York, July 17.—A motion, 
seeking dismissal of the $1,359,000 
suit filed in March against the fam- 
ily of the late Barron G. Collier 
and several companies controlled 
by him, by John Gerdes, trustee of 
|the Street Railways Advertising 
Company, was denied in New York 
Supreme Court today. The motion 
was made by attorneys for Dame 
Nature Company, one of the de- 
fendants, and in effect is binding 
on all the other defendants. Details 
of the suit were reported in Ap- 
|VERTISING AGe, March 31. 
| In denying the contention of de- 
/fense attorneys that insufficient 
evidence was presented and that 
|the plaintiff’s allegations were not 
based on fact, Justice Cohalen 
| dwelled on that portion of the orig- 
inal complaint which charged Dame 
Nature with having received $102,- 
| 888 in “free advertising.” 

According to the complaint, 
Street Railways carried $51,444 


| 


worth of advertising for Dame Na- 
ture, but received no payment. In 
addition, $51,444 was alleged to 


have been paid out from the Street | 


Railways treasury for Dame Nature 
advertising elsewhere. The com- 
plaint added that the Colliers 
‘owned 40 per cent of the capital 
stock in Dame Nature. 

The court pointed to the charge 
that the transaction was consum- 
|mated with the knowledge and con- 
|sent of the defendants and held 
that if the defendants benefited 
‘from the advertising the entire sum 


| could be recovered. 
| 


| It is expected that the court rul-| 


| ing will be appealed to the Appel- 
|late Division, which is now in re- 
‘cess until late September. 


Kirk to Stack-Goble 

Myron P. Kirk, formerly vice- 
president in charge of radio for 
Ruthrauff & Ryan, has joined the 
|New York office of Stack-Goble 
| Advertising Agency as a vice-presi- 
dent. 


Joins Ivey & Ellington 


John P. Reese, formerly in the 


merchandising, advertising and 
sales departments of the H. J 
|Heinz Company, Pittsburgh, has 


ing, Philadelphia, to be in charge 


Jing. F Ivey & Ellington, Advertis- 
|of merchandising. 


- Heavily in New 


a 


JINGLES HELP PUT OVER NEW POLIDENT MESSAGE 


Kate McCarthy, sad to state, 
Was about to “get the gate”. 


| 
| 
| 
| 


| 
| 
| 


Said her dentist: “Polident 
Spares you this embarrassment. 
“In its no-brush, no scrub action, 
You'll find instant satisfaction.” 


Cleans, Purifies Without Brushing! 

Xo this every day: Add a little 
POLIDENT Powder to half a 
glass of water. Stir. Put in 
plate or bridge 10 to 15 min 
utes. Rinse, and it's ready 
to use 


A light touch is used in this new series 
romantic angle, in a campaign aimed at 
usual. Brown & Thomas Adverti 


Is it true what they say about 


FALSE TEETH? 


(OR) HOW BUSINESS GIRLS GET RAISES 


Why? Her FALSE TEETH were a “sight”, ea \ 
Scrub and rub them as she might; 4 \ 
“Denture Breath” also assailed her; 


Poise and pleasant manner failed “EE 
we 


J/\ Kate tried POLIDENT ... and, lo! 

TEETH and SMILE now gleam and glow. 
In return, what did she get? 

Fired? Oh, no! A raise? You bet! 
MORAL: If your plate’s distressin’, 

Profit by this object lesson! 


| 


CLEAN PLATES, BRIDGES WITH 


POLIDENT 


ALL DRUG STORES, ONLY 30¢ 


of newspaper ads for Polident, plus a 
a more youthful false teeth market than 
sing Corporation is the agency. 


a 
Romance Figures © 


Polident Drive | 


Jersey City, July 15.—Happy 
stories of girls who captured hus- | 
bands because they used the proper | 
toothpaste, soap or cosmetics are 
legion in advertising copy but the | 


romantic angle remained an un- 
known quantity in promotion for 
a false teeth cleanser until last 
week when Hudson Products, Inc., 


launched a newspaper campaign 
for Polident. Shifting from copy 
directed exclusively at older people, 
Hudson is appealing to various 
younger segments of the popula- 
tion, in addition to grandmothers, 
whose false teeth may be responsi- 
ble for failure in private or busi- 
ness life. 

The new series, 
regular Polident 
newspapers in 16 
ceded by 


appearing in the 
schedule of 25 
cities, was pre- 
extensive research and 
copy testing over a_ four-month 
period. Five different copy ap-| 
proaches are scheduled for weekly 
insertions. 

Employing jingles to lend a light 
touch, copy explains how Polident 
eliminated “denture breath” and 
cleansed without brushing so that 
in each situation a happy 
resulted. Throughout the entire 
the words “false teeth” are 
featured along with 
illustrations. 


“Old” at Thirty 


Captioned “FALSE TEETH and 
True Love (or) How Gertrude Got 
Her Man,” and illustrated by a pic- 
ture of a bride, the first insertion 
continued, “Although Miss Ger- 
trude Gaines had planned to wed 
within the year, her gay romance 
was nearly wrecked. The reason? 
Lend an ear.” Following an expla- 
nation of the difficulties that beset 
“Gert” because of her false teeth 
and “made her ‘old’ at thirty,” copy 
describes her purchase of Polident, 
her subsequent wedding and con- 
cludes with “The Moral: All who 
wear false teeth should take the 
same advice!” 

In the same vein, 
insertions will play up 
teeth problem of husbands whose 
kisses are “taboo,” business girls 
on the verge of losing their jobs. 
salesmen unable to get orders and 
grandmothers ignored by children 

Pernaps indicative of the market 
for Polident among young people is 
the fact that dentists frequently 
find it necessary to advise complete 
extractions of teeth among women 
ranging in from 18 to 30 A 
glandular disturbance, the nature 
lof which has not yet been de- 
termined, is said to be the cause of 
the pyorrhea which affects women 
in this age group 

Brown & Thomas Advertising 
Corporation is the agency 


series, 


subsequent 
the false 


age 


Fedders Advances Walker 


Edmund R. Walker, 
manager of the air 
|division, has been promoted to 
assistant general manager of Fed- 
ders Mfg. Company, Buffalo, N. Y 


formerly 
conditioning 


ending | 


photographic | 


5-Cent Samples 
of Perfume Stick 
Offered by Ric 


Philadelphia, July 16.—A modest 
promotion program for Ric perfume 
sticks has been launched by Ri 


| Sales Company, using 50-line inser- 


tions in four newspapers in Penn- 
sylvania and New Jersey, with 
duplicate copy running in the shop- 
ping papers of the same cities, plus 
that of Ventnor, N. J. 

Distribution is currently limited 
to beauty shops which give sample 
applications free to patrons. The 
advertising will offer a miniature 
stick for five cents, and the promo- 
tion is due for expansion when dis- 
tribution has been broadened _ to 
cover department stores as well as 
beauty shops. 

Ric Products is owned by Theo- 
dore Publicker of Mifflin Chemical 
Company, who has advised Apver- 
TIsING Ace that Ric Sales Com- 


| pany’s agency is Harry Feigenbaum 


Advertising Agency, and that an- 
;nouncement by another agency that 
| it is handling the account is incor- 
rect. Feigenbaum has also been 
named by Star Bottling Company 
| to direct advertising of Sweetie 
beverages. 


‘Clement Promoted 


E. W. Clement has been appointed 
| national advertising manager of the 
Washington Daily News, succeeding 
|A. W. Ardizone, who has accepted 
a post in the national office of 
|Scripps- Howard Newspapers it 
New York. Mr. Clement has beer 
on the advertising staff of the Neu 
for six years. 


To Gilmore Account 


John H. Weiser, who recent 
joined the Los Angeles office 
Ruthrauff & Ryan, has been named 
account executive on the Gilmor 
Oil Company account 


< S/1n 1935 
Boyce Service was available 
in 80 units.+>~ 2 advertisers 
uSed it #+/=4) In 1938 
units numbered 218 
advertisers 73. Mow jus! 
3 years later~1941 ~ Boyce 
offers you service throughov! 
the greater Los Angeles 
market .. 2156 units; 
and 191 advertiSers 
use the service. 


Obviously car cards 

in Southern California bring 
results 

For details and rates, write 


MAYNARD Boyce ine 
Jranipoiaiion Cabveisis ? 
LOS ANGELES 


650 Chamber of Commerce Bide 
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taggered Pay Days 


for government workers change 


buying habits in Washington, D.C. 


For years, government employees—who constitute the majority of work- 
ing people in Washington, D. C.—have been paid on the lth and last 
‘ach month. 


days of Washington business has ebbed and flooded to 


these pay day tides. Advertising has been planned to peak just before 


the pay day. 


Now there is a new deal in pay days also. Effeetive June 1, there 
will be four Federal government pay days—on the 8th, 15th, 23rd. and 
last days of each month. This is expeeted to smooth the sales curve for 
retailers by making 


every week of equal importance. Washington mer- 


chants are adjusting their advertising schedules accordingly: vou ll want 


to do the same. 


Things change in Washington, but one thing remains the same— 
the importance of The Washington Post. Surveys continue to show de- 
pendence on The Post on the part of the buying families. Merchants 
continue to prefer The Post on their two-paper buys. You ean't go 


wrong in Washington if The Post is on your list! 


The Washington Post 


WASHINGTON’ HOME MORNING NEWSPAPER 


New Federal 
Daylight Saving 
Laws Expected 


| 
| 


Webs Consider 
Offers to Buy 
Talent Offices 


New York, July 16.—Whil;, 


broadcasters conferred with goy- 
ernment officials this week 
|broader phases of the FCC mo- 


President Seeks Blanket 


Authority to Change 
Nation's Clocks | 


D. C., July 16.— | 
| Federal legislation on daylight sav- | 
ing time appeared in the offing 
| yesterday following President} 
Roosevelt’s request to Congress that 
|he be given discretionary powers 
| to advance the nation’s clocks on a 
|} year-round, country-wide scale. 
|The White House request, made in 
identical letters to the president of 
| the Senate and the speaker of the 
House, was accompanied by sug- 
gested legislation. 

Even if this measure is adopted, | 
however, the hope of the broad- 
casting industry that all sections of 
| the country will have daylight time 
/appears doomed to disappointment. 
The President, while asking legisla- 
tion to permit him to make “fast 
time” national, indicated in his 
message that he would exercise the 
discretionary powers only in certain 
regions. 

Conservation of electric power is 
the aim of the proposed legislation. 
On the basis of a report prepared 
for him by the Federal Power Com- 
mission, President Roosevelt esti- 
mated that 736,282,000 kilowatt 
hours of electric energy would be 
saved by adopting daylight time 
nationally. 


} 


| Washington, 


Possible Power Savings Vary 


He pointed out, however, that | 
possible power savings vary in dif- 
ferent sections and that some utili- 
ties with small industrial loads fear 
that the 


time change would seri- 
ously cut their revenue. It was for 
this reason that he asked for a 


statute sufficiently flexible to per- 
mit him to deal with separate 
regions. 

It was noted in the message that 
defense demands have already re- 
sulted in a serious power shortage 
in Southeastern states. As a result, 
the Chief Executive addressed ap- 
peals to the governors of eight 
states in that area, asking that they 
proclaim state-wide daylight saving 
immediately if legally empowered 
to do so. Information received here 
after the request was made indi- 
cated that most, if not all, of the 
governors are planning to cooper- 
ate. 

In view of 
recommendation, 


the White 
plus 


House 
repeated 


urging from FPC, the Department 
of the Interior, and the Office of 
Production Management, it is ex- 
pected that Congress will take 
favorable action. Some opposition 
may be expected from the farm 
bloc, since agricultural interests 


have always opposed daylight time 
as causing more harm than good for 
farmers, but the connection  be- 
tween the proposal and the defense 
program will probably insure pas- 
Sage 


New Headaches for Radio 


Instead of solving radio time 
change problems, the prospects are 
that the prospective legislation will 
only complicate matters further for 
harassed The South- 
eastern including Virginia, 
the Carolinas, Alabama, Tennessee, 
Mississippi, Georgia and Florida, 
will undoubtedly be put under day- 


broadcasters 
states, 


light time in the near future 
either by action of the governors 
or by direction from Washington. 


Other non-daylight sections where 
the industrial power load is heavy 
and a shortage impends may also 
expect an advancing of the clock. 

Hence, instead of making com- 
plex arrangements at present 
only twice a when daylight 
time begins in the spring and ends 


as 


year, 


in the fall, broadcasters may ex- 
pect to make new arrangements as 
Various sections either adopt day- 


light time voluntarily or by federal 
direction 


| plans 


| CBS’ 


nopoly order, Columbia Broadcast 
ing System and National Broad 
casting Company moved ahead wit 
to dispose of their talen: 
management organizations. 

At NBC, tentative offers by ths 
William Morris Agency and Music 
Corporation of America are being 
considered. A definite decision wil] 
not be made until the return from 
vacation of Mark Woods, NBC vice- 
president, who is in charge of the 
negotiations. 

CBS stockholders are now voting 
by proxy on a proposal to sell Co- 
lumbia Concerts, a partially-owned 


| subsidiary, to Arthur Judson, a part 


and Columbia 
share of the stock of Co- 
lumbia Management of California 
to Music Corporation of America. 
Stockholders who do not vote by 
proxy will consider the measure at 
a special meeting Aug. 11. 

According to the proxy statement 
distributed to stockholders, MCA 
would purchase the two groups fo1 
$176,190.26. The statement also re- 
vealed that revenue from Columbia 
Artists was considerably less_ in 
1940 than in 1939 and that intake 
for 1941 will probably show a fur- 
ther decrease. The net earnings 
for 1939 were $140,906, topping the 
$86,940 of the previous year, while 
earnings for 1940 were $93,343 and 
for this year through April 26 were 
$27,351. 


owner, Artists and 


N. Y. Sales Executives 
Hold Fishing Party 


The fourth annual deep sea fish- 
ing party of the New York Sales 
Executives Club was held July 17, 
off Freeport, L. I. Chairman of the 
committee in charge of the outing 
was James Werblow, sales manager 
and treasurer of Polygraphic Com- 
pany of America. W. Arthur Lee, 
president, Lee-Stockman, was vice- 
chairman. 

Members of the committee were: 
James M. Thornton, | president, 
James M. Thornton & Co.; Theodore 
L. Martin, president, T. L. Martin 
Company; Irwin Welcher,  vice- 
president and general manager, 


F. A. Russo; Wilbur E. Johnson, 
vice-president, Marschalk & Pratt; 
Marvin Hicks, Eastern manager, 
ADVERTISING AGE; Alexander D 
Cameron. vice - president, Holo- 
phane Company; Preston deG 
Baldwin, president, Baldwin Belt- 


ing & Leather Company, and Henry 
Kraemer. 


Expands Race Campaign 
Leighton & Nelson, Schenectady 
N. Y., is mapping an increased cam 
paign for the Saratoga Association’ 
August racing season at Saratog 
Springs, N. Y. Newspaper sched 
ules will be increased by 21 week- 
lies and dailies, and use of half 


dozen class magazines is planned 
At least ten New England and 


upper New York radio stations wil! 
carry dramatized announcements 


The first complete brochure on 
Taxiposter advertising! Tells how, 


Gives guaranteed 
fer- 


when, where! 
circulation and rates in 45 ¢ 
Write for your 


ent cities! copy 


today! Wm. E. Whaley Company 
Louisville 


Washington Building, 


Kentucky. 
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The French say, “lhe more things change, the more 
they remain the same.” In 1914, British and German 
Hyers fought pistol duels above the streets of Paris 
from the open cockpits of slow-flying planes. In 1941 
they fight with cannon and multiple machine guns from 
the armored seats of Spitfires and Messerschmidts at 
400 miles per hour. Their techniques are different, 
but their motives and objectives are the same. 

The same rule holds for engraving. The quality of 
Collins, Miller & Hutchings engravings improves trom 
year to year as new processes and techniques are 
invented, and yet their quality remains always the 
same —the dest that the market affords. And _ their 
price is always standard—the same to all. It is this 
consistency of performance that causes advertisers and 
advertising agencies from the Atlantic to the Pacific 
to say, as a matter of routine, “Order the engravings 


from Collins, Miller & Hutchings.” 


COLLINS, 
MILLER 
HUTCHINGS 
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Magnavox Picks Romney 


Milton A. Romney, formerly with 
Merrill, Lynch & Co. in Chicago, 
has been named Chicago area rep- 
resentative for Magnavox Company, 
Fort Wayne, Ind. 


Blum Names Byers 

Albert F. Byers has 
pointed art director of Charles 
Blum Advertising Corporation, 
Philadelphia, succeeding Edward P. 
Holland. 


been ap- 


Schwerin Leaves Herald 

Louis Schwerin has resigned from 
Herald Advertising Agency, Phila- 
delphia, to join the H. M. Dittman 
Advertising Agency as _ account 
executive. 


Business Paper Adv. Schedules 


1941 Annual Now in Preparation 
No Charge for Listings 
Are Your Reports In? 


BRAD-VERN’'S REPORTS 


135-21 Union Tnpk., Flushing, N.Y.| 


Maiden Form Makes 
Curves, Confours 
Pay Dividends 


Pioneer Company Plans 


New Factory to Keep 


Up Pace 


By JUDITH CORTADA 
(Picture on Page 35) 


New York, July 16.—-If a large 
portion of the female population 
thinks of a brassiere as a “Maiden 
Form” instead of a figure support, 
credit the untiring efforts of Maiden 
Form Brassiere Company which 
has just cast a spotlight on its me- 
teoric career by announcing a new 


factory to relieve a_ backlog of | 
orders. 
Beginning 18 years ago, this 


a 


NEW ORLEANS 


00.000 


The greatest selling POWER 


WATTS 


in the South's greatest city 


| 


| pression, 


| about 


pioneering company has increased 
its annual retail sales volume from 
$150,000 to $8,500,000, with the ex- 
pectation that the 1941 figure will 
be $9,500,000. At the same time, 
its advertising schedule has been 
expanded from one newspaper and 
two fashion magazines to 95 news- 
papers and 34 magazines. The 
handful of New York outlets has 
grown to 9,000 department and spe- 
cialty stores in the United States 
and foreign countries, so that even 
South African girls have a Maiden 
Form figure. 

Admirers of the female form di- 
vine may not realize it but to this 
company they owe a lasting debt of 
gratitude for the work it has done 
to popularize curves and contours. 
Back in 1923, when Maiden Form 
was established as the Enid Mfg. 
Company, the “boyish form” was at 
the height of its career and a curve 
on a woman’s figure, particularly 
above the waist, excited raised eye- 
brows and turning heads. In short, 
1 woman who displayed her natural 


‘ontours risked the condemnation 
of polite society. The brassiere, an 
outgrowth of the old-fashioned 


orset cover, had been neglected by 
the big corset companies as an un- 
important item with not enough 
volume to warrant development. 
Then Maiden Form, taking a cue 
from European brassiere manufac- 
turers and the new fashions with 
which buyers were returning from 
Paris, brought out a brassiere that 
gave an “uplift” to the figure. A 


storm of protests against the im- 
morality of the new garment re- 
sulted, stores refused to carry it 


and the gagmen of the period found 
themselves with a new theme. 


Changes a Concept 


Undaunted, Maiden 
sisted with its original argument, 
that the uplift brassiere not only 
resulted in a more attractive body 
but was more healthful, and finally 
succeeded in selling the feminine 
population on a new concept of the 
figure. Buyers continued to bring 
from Europe styles that demanded 
an uplift foundation garment and, 
while wealthy women could have a 
brassiere made to order, dress 
manufacturers in the volume mar- 
ket found they couldn't sell the new 


Form per- 


styles to women with a crushed- 
down bosom. Although the adop- 
tion of the uplift brassiere’ by 


fashion leaders would have eventu- 
ally reached the volume market, 
Maiden Form undoubtedly acceler- 
ated the trend by making it 
sible for all women to have a figure 
that conformed to the new styles. 

When the corset companies finally 
awoke to the importance of the 
brassiere business, they found that 
Maiden Form had a big edge on the 
the market. Lucien T. Warner, of 
Warner Bros. Company, was quoted 
in 1938 as having said, with a sigh, 
that he first became “acutely aware” 
of Maiden Form when he saw a big 
newspaper ad in 1931. It was too 
late then to do anything about it 
because Maiden Form was already 
firmly entrenched. 

As a new company with a new 
idea, Maiden Form had a pioneer- 
ing job to do in its advertising 
Using the rotogravure section of the 


pos- 


New York Times and a_e small 
amount of space in Harper's Bazaar 
and Vogue along with busines 


papers, the company began to ham- 


mer on the style and health fea- 
tures of the new brassiere. Copy 
stressed the “natural and youthful 


curves” that could be acquired with 
the uplift garment and its place in 
the fashion picture. As the uplift 
brassiere gradually won a place in 
polite society and distribution was 
increased, more newspapers 
added every year 


were 


Expands During Depression 


In 1931, in the throes of the de- 
when the newspapers on 
the schedule had been increased to 
50, Maiden Form’ § added 
Ladies’ Home Journal to the maga- 
zine list According to Charles S 
Silver, who has handled the account 
at Arthur Rosenbers Company since 
1925, this increase in the advertis- 
ing budget when most manufactur- 
ers were curtailing their expendi- 
tures, was motivated by a determi- 
nation to keep the factory in full 
production Maiden Form execu- 


tives have always adhered to the 
theory that a stoppage of work 
disrupts the organization and 
undermines employe morale. 

By continuing its promotion 
through the depression years, Mai- 
den Form not only kept its head 
above water but made an ineradic- 
able impression on the minds of 
thousands of women. Today, Mai- 
den Form feels that the increase in 
sales which resulted in the build- 
ing of the new factory may be 
ascribed to its rebellion against the 
theory that an advertiser should 
spend money only when business is 
good. The women who read the 
Maiden Form ads during the ter- 
rible thirties have not forgotten the 
sales message and now that their 
pocketbooks are heavier, thanks to 


advertising is bearing fruit. 

Once the new uplift figure had 
been accepted, Maiden Form gradu- 
ally changed its copy appeal. With 
the introduction of a new style 
every season, the company adopted 
the slogan, “There’s a Maiden Form 
| brassiere for every type of figure” 
|and copy now hammers at this idea. 
| This policy, involving sales talks 
| directed to all the different types of 
| women, has resulted in the use of 
small space at frequent intervals 
in a large number of publications. 
In addition to the newspapers and 
wide variety of magazines now on 
the schedule, Maiden Form uses 
theater programs and medical jour- 
nals as well as window and counter 
displays. Expenditures in news- 
papers and magazines last year 
totaled about $120,000, a jump of 
30 per cent over the previous year. 
The 1941 expenditure will show a 
further gain. 


To Sales Forces 


One phase of Maiden Form’s early 
crusading efforts toward the new 
feminine figure was directed at the 
sales forces in retail outlets. In its 
third year of operations, Maiden 
Form presented this argument for 
the uplift brassiere: 

“Women’s figures have been 
freed of the shackles of generations 
of time-worn corsetry and they 
have emerged into a new ideal of 
NATURAL LOVELINESS. No 
longer are the soft, natural con- 
tours of the feminine form stifled 
into unhealthy angles to suit the 
bonings and twistings of freak cor- 
sets and brassieres, and still more 
freaky dresses. Today, nature dic- 
tates the mode. And the ideal of 
youthful beauty is heartily spon- 
sored by doctors who heartily ap- 
prove a revival of the normal fig- 
ure.” 

Today, Maiden Form endeavors 
to teach sales girls how to sell the 
different brassiere styles for the 
different figure types. 


Keeps Sex Out 


Since its inception, Maiden Form 
has been careful to steer clear of 
the sex angle in its promotion 
Current copy employs photographs 
almost exclusively, not only be- 
cause they give a clearer picture 
of the brassiere’s qualities but also 
because drawings are more likely 
to carry an immoral significance. 
One recent deviation dramatized 
the soundness of this policy. In 1939, 
Maiden Form used a Petty draw- 
ing of a voluptuous damsel in a 
magazine ad and was rewarded for 
its pains flood of 
Letters registered surprise 


by a protests 


that “a 


the defense program, the persistent | 


NEW DRIVE 


. TO PROVE PURE, WHITE, FLOATING 


FAIRY SOAP 


Absent from the advertising ranks for . 
decade, Fairy soap is making a come 
back in a new campaign by Lever Bro: 
Company running in Chicago, Detroit 
Grand Rapids and Troy, and due for ex 
tension during coming weeks. One cak: 
is offered for a penny with the purchas: 
of three others at the regular price 
BBDO is the agency. 


firm like Maiden Form” shou! 
stoop to such “immorality.” TI! 
company took the hint and has nm 
returned to similar advertising ar: 
Previously, Earl Carroll had con 
ceived the bright idea of putting . 
bevy of his gorgeous damsels int 
Maiden Form garments (the lin 
includes’ girdles) and _ paradin 
them through a chain of stores. H: 
thought it would be a swell promo 
tion stunt and Maiden Form agreed 
but politely declined the offer. 


New Florida Lime 
Board Established 

Working with the Florida Citru 
Commission which recently voted 
its $1,000,000 advertising account 
to Blackett-Sample-Hummert (Ap 
VERTISING AGE July 14), is a newly- 
named committee to create a lime 
advertising program under new 
laws passed by the Florida legisla- 
ture. 

The committee consists of Cal! 
Priowaty of Homestead; Luther L 
Chandler of Goulds; Harvey Hen- 
derson of Winter Haven; and Ivey 
Futch of Lake Placid, with a fifth 
member to be named later. 


Launches Pea Promotion 
Minnesota Valley Canning Com- 


pany, Le Seuer, Minn., will insti- 
gate its eleventh consecutive na- 
tional advertising campaign Aug 


29 for Green Giant Brand peas wit! 
full color pages in magazines su} 
plemented with black and whit 
Magazines on the list include Th: 
American Weekly, Good House 
keeping, Ladies’ Home Journa 
Life, McCall’s, The New Yorker and 
This Week. Leo Burnett Compan) 
Chicago, is the agency. 


IAASC Plans Ahead 


Leaders attending the Intern 
tional Affiliation of Advertising and 
Sales Clubs’ executive meeting 
Greensburg, Pa., discussed  p! 
for a plaque on the new Niag 
Falls bridge, a new zoning syst 
and a mutual clearing house 
defense plans. Eric Zimmerman of 
Von Senden Agency, Pittsbu 
was local chairman for the meet 
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1327 S. WABASH AVENUE - CHICAGO, ILL. 
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“IT IS ESSENTIAL 


Eu" 


THAT 


PLBLIC 


OPINION 


SHOT D BE 


ENLIGHTENED" GEORGE 


WASHINGTON 


National Regulation of American Business 


Today the American Business man must be a Pooh-Bah—one 
moment an employer, the next a tax expert, then a lawyer, a 
borrower of funds, an interpreter of government requests, 


rulings and regulations . 
instead of local. 
in to regulate business. 


. . Commerce has become national 
Hence the national government has moved 
Here are a few major items in the 


record compiled by The United States News, Washington, D.C. 


Before National regulation of railroads. Continued National regulation of minimum wages and 
1933 a maximum hours. 
. National regulation of competition. 
National regulation of farm production and 
National regulation of marketing practices. prices. 
National regulation of food and drug sales, National regulation of coal prices and sales. 
meat packing and coop- 
erative marketing of National regulation of shipping. 
farm products. ' ; 
National regulation of telephones, communica- 
National regulation of banks and bank credit. WERE, Se. 
National regulation of radio broadcasting. 
Extension of national subsidies to shipping, 
farming, public power 
Since National regulation of security selling. and public works con- 
. ; struction, and pensions 
1933 


National regulation of 


National regulation of 


National regulation of 


money and of foreign 
exchange. 


interest rates. 


public utility holding 
companies. 


for aged, unemployed, 
etc. 


Since the National regulation of prices. 


: National regulation of motor and bus carriers. War National regulation of industrial production 
A , , ’ ’ through use of priori- 
| National regulation of employee-employer re- Emergency ties. 


National regulation of 


National creation of a 


National regulation of 


lations and labor dis- 
putes. 


investment through use 
of Government machin- 
ery to direct savings 
into use. 


system of old age insur- 
ance. 


quantity discounts in 
wholesaling. 


National regulation of profits through a sys- 
tem of excess profit 


taxes. 


Political parties may come and go but the die has been cast in 
favor of centralization. The national government today has its 
hands on the controls of American business and finance. How 
government will use those controls is of vital concern to every 
business man and to every man of property in the nation. Few 
business decisions, if any, can be made without first giving thought 
to the Government policies that are determined in Washington. 


Accurate analysis and reliable forecast. corner- 
stones on which is being built the phenomenal 
growth of The United States News. 87.000 in 
January 1910 .... more than 115.000 today. 


NEWS OF BUSINESS FOR GENERATIONS TO COME 
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Mr. Henderson Tells All 


The speech which Leon Hender- 
administrator of the Office of 
Price Administration and Civilian 
Supply, made before the New York 
Housewares Manufacturers Asso- 
ciation in Atlantic City 
and which is reported fully in this 
issue, was notable for its frankness 
and for the clear picture it pre- 
sented of what lies ahead for both 
producers and consumers. 

Mr. Henderson presented a pic- 
ture of customers, ready, eager and 
willing to buy, thronging the mar- 
ket place but unable to satisfy their 
wants because manufacturers will 
be unable to get enough raw mate- 
rials to satisfy demands; and he 
warned that “if that occurs to sub- 
stantial degree, no power on earth 
can prevent inflation.” 

Mr. Henderson's picture of the 
American economy gone all out for 
defense is not, as he himself phrases 
it, a pretty picture. Few people, 
whether their chief interests are 
those of producers, consumers or 
distributors, will find its contem- 
plation enjoyable. 

But the most interesting and im- 
portant message which Mr. Hender- 
son had to present to business lies 
in his that, while the 
country can’t produce all the range 
of commodities which the public 
will to buy because of 
armament drains on raw material 
supplies, production of non-com- 
petitive and he mentions 


son, 


last week, 


assertion 


desire 


goods - 


food, clothing and housing as ex- 
amples—must be stepped up. They 
must be stepped up, he suggests 
very strongly, for the primary and 
that the 
availability of non-defense goods to 
the public will the and 
surest safeguard against inflation. 
production of 
goods, plus additional use of service 
facilities of all types, he says, are 
needed to drain off large portions 
of the armament-created buying 
power, to maintain public morale, 
and to ward off the ogre of uncon- 
trolled inflation which he 
inevitable if there is no outlet for 
the tremendously increased pur- 
chasing power of the public. 
“The more we can provide in the 
way of such non-competitive goods 
and for the workers of 
America the higher we can main- 
tain their morale, the more 
will strive to carry on this program 
on which we have embarked,” Mr. 
Henderson concluded. “We can’t 
produce all the things we would 
like to, but that is no reason why 
we should stint our production of 


basic reason Increases In 


best 


be 


Increased such 


sees 


as 


services 


they 


the goods and services which we 
can turn out without interfering 
with the main job of producing 


armaments.” 

That sounds more like a business 
man talking than it does 
government official. It should help 
a great deal in clearing the atmo- 
sphere. 
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Cream Revion 


But lady, you MUST want chocolate—statistics show every sixth person buys 
chocolate ice cream and the last five customers took vanilla! 


Ad-libbing 


him, had -violated SEC regulations, 
and the offer was therefore publicly 


Convincing Copy 
Back in March of last year, C. A. 


Everts ran a two-column ad in the | Withdrawn. 
Wall Street Journal seeking “one Now the irrepressible Mr. Everts 
man with $15,000 cash money or is back again, with bigger space 


two men with $7,500 each, and for | than ever in the Journal, seeking a 
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Information 
for 
Advertisers 


The following documents may 
secured without charge from co; 
panies sponsoring them, or throu 
ADVERTISING AGE, by any nation 
advertiser or advertising agen 
executive writing on his busine 
letterhead. 


No. 1840. It’s a Plot. 
Collier’s really goes to town wit 
this handsome book in which 


shows how it attracts much of t! 
best fiction, selects and edits m: 
terial, develops dramatic layout 
and how its artists work. The: 
are, among the many features < 
the book, pictures of editors an 
authors, examples of the busine: 
of editing and cutting, an analys 
of Collier’s fiction and reproduc 
tions, in color, of the work of som 
of its illustrators. To show th: 
the proof of the magazine is in th: 
reading, the book closes with a re 
port of a story-by-story readershi 
survey. 

No. 1841. How Public Opinion | 
Formed. 

“What are the power plant 
which generate opinions?” The 
United States News asks and an 
swers in this booklet. How publi 
opinion originates, what kind of 
people compose America’s opinion 
forming group, and how effectively, 
they may be reached are discussed 


No. 1842. Give Yourself and Your 
Dealers the Best Beer Display: 
in Your Territory. 

This new booklet, issued by Kay 
Displays, was especially produced 
for the beer industry, but should be 
interesting, also, to other fields 
Illustrations show many different 
types of display units for backbar, 
counter, wall and window use. 


No. 1722. Why Should I? 


“Advertise in Our Sunday Visitor 
and The Register” finishes the ques- 
tion of the title, and the pages of 
this brochure offer numerous rea- 
sons. The papers’ editorial appeal! 
and reader response are discussed, 
and information is provided con- 
cerning the number of readers, 
where they are, and their buying 
ability. Rate and circulation data 
are included, as well as some ad- 
vertisers’ success stories. 


No. 1785. For Intensive Coverage 
Extensive Sales. 


Radio Stations WHK-WCLE hav: 
issued three file folders containing 
tabulations of market data, cove! 
age maps and rate cards. Included 
is an outline of the stations’ produc! 
and program promotion activities. 


No. 1804. 1940-41 Report. 
Having closed, recently, its 54t 
fiscal year, Bakers’ Helper 
dresses this annual report to ad- 
vertisers and agencies as a record 
of progress. Minus the usual gr: 


acd- 


ADVERTISING AGE’S Washington;methods of securing information : me § foond che and net, the report reviews t 
editor reports in this issue that | which the FCC thinks it needs. ; ne “ ny : eee es oe be 
“another knock-down, drag - out If the policies which are to be “ food . rsrty oo nintatlonrs ae éover: e 
battle” involving the radio indus- | formulated by the FCC as a result ond hn ad thet . of the market. 
try and the Federal Communica-|of the hearings now starting are shore matte 8 the ; . 
tions Commission will get under |to be fair, equitable and concerned ° tocar pot whe i nai os " t he No. 1798. Grocery Advertising R 
way this week when hearings begin | primarily with the welfare of the ae , ‘the ord in Chicago Newspapers 
on the newspaper-radio question.| public, these policies should be Red 8 ‘. mers The Chicago Daily News ? 
He reports also that considerable | formed not in an atmosphere of ae pom res issued this account-by-account : 
criticism has already been directed | distrust, but of free, frank and open ' —e oe tn . “Pires alysis of one t pe ange tog ' i 
against the FCC because in many discussion, with a maximum of . . =? oe Sel decides aoc i ak ak dee d 
instances its investigators have | good will on both sides. To assume ' r 4 total advertising in the gr y 
been armed with subpoenas, al-/|that important or essential infor- = > 7 classification. 
though their use is a “distinct mation will be withheld unless its pens ; = = ved 
rarity” in connection with a legis- | disclosure is forced through the use . _™ mt pretnable cot No. 1823. Appliances on Far) 
lative hearing called for the an-|of the subpoena power, starts the . : a i f The extension of rural elec! ‘fi- 
nounced purpose of determining whole proceeding off on the wrong ran oe - cation with a consequently b - 
future policy. foot. ¥e , Yer sims ened market for electric app! - 

It seems too bad that the good Let us hope that, despite their . - inert t Bids = farms is brought out in th re 
faith of the newspaper and radio inauspicious start, the FCC hearings : — > ee ~— a gg ge 4 ngs 
industries, both of which are in- | will be conducted soundly and sen- ; ~ : ‘s * ty Com yy cnene Gee pot hat 
volved in this action designed to sibly, and that whatever regulations = ‘ i: es , farm families are buying el! -t 
investigate the whole situation may result from them will be de- and gas appliances as rapi 1 
with reference to newspaper-owned veloped on a basis of need and jus- the love of Mike PLEASE promoter. We give you his ad in electricity or gas service is : 
broadcasting facilities, should be tice, without regard to preconceived “y ak aoe ptm potash becortd gg Bose “agi . “sem ape a, wo poner flee << angel vimarecdigne a 
questioned, at least through impli- | notions, and particularly without to inform the p nether aed Suet ye ue - r Biase Maguey ase pe, and that volume sales are g who 
c AA Wage icin ancl at copy of the first order, straight manufacturers and dealers WwW" 
cation, by the adoption of unusual animus. his previous ad, unbeknownst to from a fluent well-digger. ket 
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America’s Largest Rural Magazine — OVER 2\/ MILLION CIRCULATION 


ADVERTISING AGE 


HERE IS YOUR... 


By merely picking up your telephone and calling a number, you can now get more facts about the farm 
market than ever existed before—new, authentic facts—the result of a complete, Cross Country 
Inventory and Continuing Study of purchases made in over 2,000 farm homes—the most exhaustive 
analysis of farm-family buying ever made. These facts are “yours for the asking.”” They are espe- 
cially valuable right now, because farm people, today, influence national sales volume to a very 


important degree. 


TO STUDY ALL THE FACTS 


We will gladly make available to you seven volumes of these important facts and analyses. They enable 
you to determine, by economic groups, the percentage of farm people who buy your products, the 
quantities they buy, sales of your product in comparison with competitors’, and other data which reveal 


the exact extent of the farm market for your type of product. 


ON A MAJOR MARKET 


Rural Americans, led by farm families, own 47% of all owned homes, 45% of all automobiles, 42% 
of all trucks, and they spend billions annually for food, clothes, toiletries, and advertised goods of all 


kinds. They are two-fifths of your national market, readily accessible through present retail outlets, 


WHICH IS GUARANTEED PROSPERITY 


Farming America now faces the long task of feeding America and Britain for the duration of the war, 
and of supplying most of the world afterwards. Farm income, already at a new high, is growing con- 


stantly. There is no surer, more stable market in the world for the next ten years. 


AND WHICH YOU CAN SELL PROFITABLY 


We invite you to get the facts and form your own conclusions about this market and the opportunities 
it offers you. If you wish, we will also explain how the addition of America’s Largest Rural Magazine 
to any national list can add more new buyers for your product at less cost per page per thousand than 


any magazine in America. Why not phone your nearest Farm Journal office and get the facts? 


EF 
GRAHAM PATTERSON, Publisher ARM z 


JOURNAL 


Washington Square * * * * * * Philadelphia 


New York, 420 Lexington Avenue Chicago, 180 SN. Michigan Avenue 


Detroit, General Motors Building Seattle, San Francisco and Los Angeles 
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194] 


Therapeutic Values Also 


harmful when used under custom- 
ary or prescribed conditions, the 


‘Dictionary of Verboten Terms’ 


Lists Medicinal Qualities 


Relating to Medicinal or Thera- 
peutic Qualities. 


Presented in Third Unit prospective user of the product Accelerate—claim that skin lotion 


of Series 


|Editor’s Note: This is the third 


must be warned of that fact. 
Finally, exaggerations will not 

pass as mere “puffing,” and weasel 

words will not save an advertiser if 


’ Price O 9 j » , . » P ° 
of a series of 12 installments of the | what he says is obviously or prob- 


“Dictionary of Verboten Terms 
developed by Harry Hibschman to 
present as inclusive as possible a 


list of terms, expressions and 
phrases which have been frowned | 
upon by the Federal Trade Com- | 


mission and the courts. The remain- | 


ing nine installments will be pub- 
lished weekly in ADVERTISING AGE. 
The complete series should furnish 


an exceptionally useful guide to | 
every marketing and advertising 
executive in any way responsible | 


for trademarks, 
material or sales promotion. 
This week’s installment 
with the words, terms, expressions, 
statements and representations re- 
lating to medicinal or therapeutic 
qualities. Because of its length, the 
subject 
the second of which 
lished next week. 
While the idea for a comprehen- 
sive collection of such material is 


not new, Mr. Hibschman’s series is 
the most complete and extensive 
list ever published, as far as is 


known; it lists terms and phrases 
alphabetically, making them easy to 
locate for reference purposes; it 


discusses terms under ten specific 
types of relationship to products 
advertised; and in every case it 


gives the context of the words or 
phrases which have made the terms 
unacceptable to the FTC.| 


By HARRY HIBSCHMAN 


To list and comment on _ the 
words, terms, expressions, state- 
ments and representations in the 


third group is both a tedious and a 
difficult task. In many ways it 
takes in the largest territory. But, 
in addition, it is the territory in 
which advertisers are confronted 
with some of their most puzzling 
problems and in which they are 
exerting their greatest ingenuity to 
say what they want to say and still 
remain within legal limits. 

One generalization that can per- 
haps be made with safety is that it 
is never wise to make any state- 
ment regarding the medicinal or 
therapeutic qualities of a product 
without sound, expert and qualified 
authority to back it up. Whatever 
an advertiser says in this respect 
he must be prepared to prove. 

A second generalization is this: 
It is not enough that what is said 
be true—what is left unsaid may be 
as damning as a direct false state- 
ment. Hence, all the facts relevant 
to the claims and representations 
affirmatively made must also be 
given, and, if a product may prove 


sd ;AKRON®: 
| ASHLAND’, ~ 
, © 


Represented by 
Paul H. Raymer Co. 


deals | 


labels, advertising | 


is presented in two parts, | 
will be pub- | 


ably misleading. 


Ill 
Words, Terms, Expressions, 
Statements and Representations 


| 


| 


would 
banned. 

Acid Skin—‘will help overcome—” | 
condemned. 

Air Conditioning—as descriptive of 
soap banned. 

Antiseptic—can seldom be used 
without complete data as to char- 
acter, ingredients, strength and 


“accelerate circulation” 


such 


manner of use. 

Asthma — Said the _ advertiser: 
“There is only one remedy for 
asthma.” “The one sure asthmatic 
relief available today.” 

“Stop suffering from asthma.” 

Said the FTC: 
in the majority of cases 
sitization to some foreign protein, 
as horse dander, rabbit fur, 
pollen, and other minute particles. 

No specific remedy or type of 
treatment is effective in all cases 
and under all conditions.” 

And again: “There is no specific 
cure for asthma generally recog- 
nized by the medical profession.” 
Athlete’s Foot—Banned claims: 

(a) “—will rid the user of—” 

(b) “will kill 
parasites.” 


by sen- 


“Asthma is caused | 


all the germs or | 


July 21, 


(c) “will positively 
itching to stop.” 

(d) “will destroy the fungus ; 
causes—.” (See “Skin Diseass 
Bad Temper—claim that pro 

would “counteract bad taste. 

breath, bad manners and 
temper,” banned. 
Banish—as to skin rashes. 

“will banish belching.” 
_Blackheads — representation 
product will permanently relic 
banned. 
|Body Temperature—that prepa 

tion will definitely reduce, c¢ 

demned. 
|Cancer—claim of cure or rem: 
| for, not allowed. 
|Central Shaft, of the Hair—cla 
that product will impart nouri 
ment through, or to the roots, 


cause 


owe if 


All magazines continue to show advertising gains. But, in the big-circulation 


monthly field, BETTER HOMES & GARDENS is moving “up front” FAST! 


Here’s how th 
RANK in advertising 


e big national monthly* 
PAGES: 
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‘ to restore natural color 
banned. (See “Hair.’’) 


Coids—Advertiser: “—- will cure.” 
Will act upon colds like a 


t flash. 

i rh: “Present day medical 

i opion supports the view that 
there is no known substance or 


mixture of substances which can 
be relied upon to prevent or cure 


Co stipation—Advertisers: 

i) “Constipation is the factor 
behind most human ills and ail- 
ments.” 

b) “will end constipation.” 

‘) “will eliminate constipation.” 

1) “will push accumulated 
woste through the intestines.” 

e) “will give relief for autoin- 
toxication.” 


(f) “Modern doctors say poisons 
from constipation swel] up the di- 
gestive organs.” 

tt 

(a) “Constipation is not a dis- 
ease or an ailment in itself but is a 
Symptom of a disease or an ail- 
ment.” 

(b) “In truth and in fact, consti- 


|pation dees not cause the digestive 


organs to swell. Constipation 
does not in all or in many cases 
result in the generation of poisons 


|therein by fermentation or other- 


wise.” 
Corns—Advertisers: 

(a) “This scientific remedy gets 
at the root of the trouble, the roots 
of the corn.” 

(b) “The corn lifts right out.” 

(c) “will cure corns and prevent 


their recurrence.” 

(d) “will make it possible to re- 
|move the entire corn with the 
| fingers.” 
| FTC: “In truth and in 
corns do not have roots.” 
| Cosmetics — among claims not 
| allowed: 

(a) “is designed to penetrate the 
outer skin and give new life to the 
subcutaneous cells.” 

(b) “contains a specific hormone 
extract for devitalized and anemic 
skins.” 

(c) “goes in more 
than any other lotion used.” 

(d) “restores moisture inside the 
skin cells.” 

(e) “will 
wrinkles.” 

(f) “will lift the muscles.” 


fact, 


remove and prevent 


Here’s how the bi 


RANK in advertising LINES: 


g national monthly* magazines 


6 Months =- 1941 


1940 Linage 
1939 ‘ Linage RANK 
1 LADIES’ HOME 
478,460 1 GOOD HOUSEKEEPING. ...... 467,036 240,830 
DOD HOUSEKEEPING. .....- eam 2 CA. 
N 421,039 2 LADIES’ HOME JOURNAL... -- EKEEPING....... 216,700 
MAN'S HOME COMPANIO ; 459,530 3 GOOD HOUS 
sae aseehs - 
418,990 3 McCALL HOMES & GARDENS 
Ee casey aden cos 4 BETTER 6,620 
: 413,395 4 WOMAN'S HOME COMPANION 410 N’S HOME COMPANION 206,415 
DIES’ HOME JOURNAL...... 413, . wenee 
é 330,212 5 AMERICAN HOME... 0.600008 368,156 . on 
> « esata & GARDENS 347,275 6 AMERICAN HOME. . 
134,534 
301,754 6 POLITAN 
HOMES & GARDENS BETTER HOMES ae 
959329 7 COSMOPOLITAN .... A STORY 15,911 
OSMOPOLITAN ....-- 005555 ' 930,568 8 TRUE = 
930,186 8 TRUE STORY......- ssianes said 99,009 
MUE STORY ...... 6-0 ee: . 230, © ain 
4 929,892 9 AMERICAN MAGAZINE... - 222,350 pee 
WERICAN MAGAZINE. . « - - - . _ 212,653 10 REDBOOK 
216,768 10 REDBOOK .... 
Se, cavunonkans 


i i illion circ 
*Magazines with over o mill 


ylation. 1941 figures are based on first 6 m 


onths 


"E'SGEST SUBURBAN HOME MARKET 


thoroughly | 


(g) “will permanently 
and remedy dry skins.” 

(h) “frees the skin from black- 
heads.” 

(i) “banishes fatigue.” 

()) “is a tissue building cream.” 

(kK) “is a vivifier.” 

(1) “restores calcium content to 
the skin.” 

(m) “will lighten (or bleach) the 
skin.” 

(n) “will waken 
sensory nerves.” 

(0) “is non-allergic,” 

(p) “contains an element. that 
protects against the sun’s ultra- 
violet rays.” 


correct 


vasomotor or 


(q) “will not cause or encourage 

the growth of hair.” 

Cure—a word that it is definitely 

unsafe to use. Said a writer: 
“In the field of therapeutic rep- 
resentation a fine line between 
‘remedy’ and ‘cure’ has been 
drawn, although as often as not 
the gullible purchaser has been 
deceived in both instances. ; 
Some courts seem entirely too 
content with a ‘commercial’ stan- 
dard of truth, piously hoping that 
the purchaser will not be = so 
gullible as to be deceived by the 
depicted panaceas.” 
Said an advertiser: affords 
quick and permanent. elimina- 
tion for eczema and other skin 
disorders No other treatment 
for permanent cure has ever been 
discovered.” 
Said Judge Clark of the U. § 
Court of Appeals for the 3rd Cir- 
cuit: “We are not pious and we 
are not content with the adver- 
tisement in the case at bar 
Such a claim is medicinally un- 
true. Petitioner’s  advertise- 
ments, In their assertion of elimi- 
nation, are bad in medicine, and. 
fortunately for the public, bad 
also in law.” 

Dandruff—virtually any assertion 

| that a product will cure or elimi- 
nate dandruff will be banned 

(See “Skin Diseases” and “Hair.’’) 

Dentifrices—Claims that have been 
banned: 

(a) “will restore natural bright- 
|} ness to the teeth.” 

(b) “dissolves pus.” 
| (c) “oxygen released will disin- 
|fect and purify the mouth.” 

(d) “will neutralize the acid con- 
| dition of the mouth,” unless there 
|is a statement that this is only for 
|a limited time 
| (e) “is a powerful 
antiseptic.” 
| (f) “removes all stains.” 
(g) “restores 
colored teeth.” 

(h) “prevents film on the teeth.’ 
(i) “tooth powder is more effec- 

tive than toothpaste.” 

(j) “will give you teeth like 
those of the Hollywood stars.” 
Deodorants—“remains effective for 

days.” 
| “will end perspiration.” 
| Doctor “Any doctor will tell you,” 

objectionable in most cases. 
| Drug—“Not a drug,” banned in a 
number of cases. 

Effective—“Doubly effective” 
erally exaggeration and 
tionable. 

End—in sense of cure 
objectionable, as in 
tion that product would “end 
trouble from rupture,” or “will 
end constipation.” 

Eye Preparations 


germ-killing 


brightness to dis- 


gen- 
objec- 


extremely 
representa- 


claims banned: 


(a) “a competent treatment for 
tired eye , 

(b) “promote growth of eye 
lashes.”’ 

(c) “Is an eyelash tonic.’ 
Free—objectionable when used in 


ense of end or cure 


Gas Pains—“relieved in three min- 


utes.” “Stop ga pains with 
banned 
Germicide: Germs Claims con- 


demned 

(a) “Absolute germicide.” 

(b) “will kill all the germs.” 

(c) “cleanses the body of germs.” 

(d) “combats germs in the kid- 
ney 

(e) “has 1% times the germ 
destroying power of carbolic acid. 

yet is harmless as milk.” 


Goitre—“Goitre is not a disease” 
“My treatment has brought re- 
ult . In removing — goitres 


’ 


which I thought hopeless.’ 
Guaranteed—a word that it is vir- 
tually impossible to use safely in 
connection with medical prepara- 


tions or cosmetics. But, if used, 
there must be a specific state- 
ment as to what is guaranteed 
and as to the terms of the guar- 
antee, for instance, that money 
will be refunded, where and by 
whom. 

Hair and Hair Preparations— repre- 
sentations that have been stopped 
by stipulation or under cease and 
desist orders: 

(a)"is not a dye but a prepara- 
tion which gives your hair a natural 
color and vitality.” 

(b) “is not a tincture but a com- 
pound which restores gray hair to 
its natural color,” 

(c) “regenerates the hair bulb.” 

(d) “destroys dandruff.” 

(e) “stops falling hair.” 

(f) “rejuvenates the roots.” 

(g) “will grow hair.” 

(h) “replaces 
new hair.” 


fallen hair with 
(1) “feeds starved and poisoned 

hair roots.” 

(}) “colors the roots of the hair.” 

(kK) “is a tonie or hair food.” 

(1) “hair restorer.” 

(m) “hair grower.” 

(n) “This famous remedy has 
often started hair growth in a few 
days.” 

(0) “overcomes baldness.” 

(p) “remedies the subnormal 
state inside by waking up the cells 
and tissues of renewed life.” 

(q) “hair root stimulant.” 

(r) “hair root oil,” 

Hair Removers—claims banned: 
(a) “removes superfluous hair 

gently.” 

(b) “leaves the skin smooth, soft 
and hair-free.” 

(c) “At last science has found a 
Way to remove hair without shav- 
ing.” 

(d) “Shave without a razor.” 

(ec) “permanently eradicates 
hair.” 

(f) “not a depilatory.” 

(g) “will open the pores, loosen 
the hair follicles, and gradually de- 
stroy the roots of the hair.” 

Hay Fever—*“tights hay fever : 
With eleven carefully selected in- 
gredients After the first two 
or three applications you will 
note a quick relief.” banned. 

Headaches 
relief for 


Advertiser: “Instant 

headaches, especially 
those due to over-indulgence.” 
F. T. C.: “Headaches are due to 

or persist because of various sys- 
temic or other disorders or condi- 
tions of the human body.” Hence, 
there is no preparation that can be 
claimed to give relief for headaches 
in general, 

Hyperacidity—a much abused and 
over-used word. The limits with- 
in which it can safely be applied 
are narrow. 

Impotency—as to many prepara- 
tions claimed to give relief to 
both sexes, the following remarks 
of the F.T.C. are pertinent: 

“All these 


false 


representations are 
Loss of sexual power is due 
to age, diseases of the nervous Sys- 
tem, functional and organic: vari- 


ous forms of psychosis, psycho- 
neurosis, diabetes: local disease 
of the genital tracts. . . The sup- 


pository of respondent is not an 
effectual treatment for prostatis 
and would not relieve sex weak- 
ne 


Itch—claims banned 


(a) ingle application will 
cure 

(b) “Stop skin itech.” 

(c) “puts stop to itching.’ 


(to Be Continued) 


KODACHROME 


Reproduct ion 


CHROMART is a perfec ed art-copy 
colorprint from Kodachrome. It yields 
superior printing plates. It can be re- 
touched, pasted into artwork . . . and 
is flat-copy instead of a film that 
changes hue with every illuminant 
@ National advertisers have now been 
using our fine print service for 2 years 
Prices start at $38.00. Investigate! 


PHOTOCHROME 

COLORPRINT LABORATORY 

837 N. Fairfax, Hollywood 
“Overnight by Plane” 
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Not One But 


Two Black Eyes 

To the Editor: These 
may interest you as 
proof of the woes of 
advertiser. 

They show the same R. C. Max- 
well Company billboard, on Ab- 
secon blvd., just outside of Atlantic 
City. The first, with the handsome 
collar-ad guy, struck me as I drove 
in to Atlantic City June 21. I 
snapped it at exactly 9 a. m. What 
I noticed was the beautiful black 
eye thrown on the handsome gent 
by one of the goose-neck lights 
hung out in front of his own bill- 
board. 

A week later I passed again, 
looked again. They had substituted 
the new Feigenspan picture with 
the “good taste” girl. And believe 
it or not, the face matched location 
so well that the same 
light gave her too a black eye. 

I snapped my own pictures, 
veloped my own films, made 
own enlargements, and I give you 
my word there has been no re- 
touching, dodging, altering nor any 
monkey-work whatever. The prints 
are exactly “as is.” 

My organization is not connected 
with outdoor advertising. 

Don STETSON, 
Farms, Bridge- 


pictures 
humorous 
the outdoor 


de- 


The Seabrook 


ton, N. J. 
: re 
Elixir of Life 
To the Editor: I enclose today’s 
column by H. I. Phillips clipped 


from the Minneapolis Daily Times, 
in which he goes out of his way to 
attack radio advertising. The first 
paragraph of his column reads 
“You can’t tune into a rendition of 
the Star Spangled Banner these 
days without finding it followed up 
immediately with a spiel in praise 
of somebody’s elixir of life.” 

In a letter to him today, I asked 
“But did it ever occur to you, Mr. 
Phillips, that you can’t sit down 
to read the scintillations of your 
favorite column without 
right slap-bang in the face with 
; you guessed it, an advertise- 
ment. 


Honestly, Mr. Phillips, 1 
think you are much more enter- 
taining when you do not fill up 


your valuable space attacking an- 
other advertising medium, espe- 
cially a medium that is costing its 
listeners nothing, while, alas, the 
pleasure of reading what you write 
costs 3c a day.” 

The “inspired make-up 
gave Mr. Phillips good 
1, a letter from the 
demning newspapers for picturing 
so many legs; and 2, a review of a 
book on how to get into radio 

Cuester A. GILE, 
Advertising, Minneapolis. 


man” 
neighbors: 
people con- 


v v v 
An Epidemic of Ears 

To the Editor: Add advertising 
coincidences and contagions: 

Early last winter we created and 
produced the enclosed two-color, 
die-cut, ear-shaped folder entitled 
“How Many Ears for a Dollar?” 
This was No. 1 in a pro- 
motion pieces for our client, Station 
CFCF, Montreal 

Just before it went into the mail 
our client sent us a tear sheet from 
Radio Daily for Feb. 27, with the 
ad of WTAM, Cleveland—‘You Can 
Buy Her Ear for .000073 cents.” 
This was close, you might say, but 
not exactly a striking parallel. But 
just wait: 

On May 1 the regular D.M.A.A 
Specimen Service packet brought a 
two-color, die-cut, ear-shaped book- 
let put out by the National Lead 
Company and entitled “Listen to 
What Users Say.” 

This week you could have 
knocked us over with a_ kilocycle 
when we saw Page 14 of ADVERTIS- 
Inc Ace for June 23, with a 309-line 
ear-spangled ad for WHEC, Roch- 
ester, headed, “More Ears Per Dol- 
lar.” 

If anybody else has any human 
auricles for sale, the current quota- 
tion must be about a dime a hun- 


series of 


doggoned | 


my | 


being hit | 


Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


THE SUN THROWS A PAIR OF BLACK EYES 


Two panel posters, on the same board 
graphed just as Old Sol planted haymakers on the eyes of the man and young 
woman. 


just outside Atlantic City, were photo- 


dredweight! 

ALAN SLAYTON, 
| Sales Promotion Division, The 
| Herald Press Ltd., Montreal. 
| v v 


“Tit-Tat-Toe” 
Tickles Its Agency 
To the Editor: We 


are writing 


|} you about a new radio idea which | 


this agency produced on the air over 
| Station WOL, beginning in March. 
The program has done a phenome- 
nal job 

We had the task of placing Mar- 
lene Beauty Aids in grocery stores 
and selling those cosmetics after the 
grocer had stocked them. Without 


any other kind of advertising, the | 


product was placed in over 350 
grocery stores in Washington. We 
| believe this is some kind of record, 
| inasmuch as numerous’ attempts 
| have been made to distribute cos- 
| all, to our knowledge, have failed. 

| The program makes use of the 
|never failing appeal of solid cash 


$250 is given away over the air 
leach week. The members of the 


listening audience play a game sim- 
ilar to the well-known game of 
Tick-Tack-Toe. In this radio game 
of Tit-Tat-Toe, the listening audi- 
ence plays the game on _ cards 
received at grocery stores. 
studio audience selects simple prob- 
lems of addition and subtraction by 


throwing darts at a board covered | 
On the back of | 


with small targets. 


each target is a problem. The) 
problem is broadcast and the lis- 
tener figures out the answer. If 


that answer appears on the Tit-Tat- 
Toe card the listener has, he checks 
it. When he gets five of these 
answers in a straight line on his 
card—he is a winner. 

He may receive all of the week’s 
cash reward of $250, provided there 
are no other winners. If there are 
other winners, he shares equally 
with them. If, however, there are 
no winners on the broadcast the 
cash award of $250 is added to the 
next week’s cash award of $250. 

The studio audience plays the 
game in the studio also. Those of 
the studio audience who select the 
problems have a chance to dig into 
1 “silver mine.” Listener enthu- 
siasm is brightened by the fact that 
on every broadcast each listener 
checks at least four numbers on his 
card Each listener feels that he 
“almost won.” 

After the first broadcast we had 
hundreds of telephone calls from 
people who were unable to find a 
grocery store distributing the cards. 
We were swamped with calls from 


grocers all over the city asking for 
the cards. 
The program has one very un- 


usual angle. It can determine with 
almost mathematical certainty the 
number of people who listen to any 
particular broadcast. For example, 
140,000 cards were placed in grocery 
for the first broadcast. The 
numbers on these cards are arranged 
with respect to the problems 
lected in the studio. This means 
that at the end of a broadcast it can 
be calculated with absolute accuracy 
the exact number of possible win- 
ners On the first broadcast ten 


stores 


se- 


|}metics through grocery stores, and | 


The | 


possible winners came up but only 
| five winning cards were received 
from listeners; therefore, we knew 
that approximately 50 per cent of 
the cards distributed were played. 
Allowing for a percentage of listen- 
ers who played more than one card, 
we know we must have had very 
close to 70,000 listeners, or 50 per 
cent of the cards distributed. 

Strangely, too, this program be- 
cause of its mathematical formula 
seems to be patentable. This looks 
like some sort of a record, too. 

MAHLON A. GLASCOCK, 
Lewis Edwin Ryan, Inc., Wash- 
ington, D. C. 
vv 

Package Modernized 

To the Editor: Recently we intro- 
duced through our grocers the new 
box and label design of Pikes Peak 
cake flour. 

It’s newsworthy because, to our 


at last field check-up—the only 
milling organization in our terri- 
tory to protect the cleanliness of 


cake flour packages with an outer- 
wrap of cellophane. 

This is our current contribution 
to the nationwide movement, long 
advocated by ApverTIsInc AGE, for 
better packaging, better designing, 
and modern display—in the inter- 
ests of manufacturer, advertiser, 
grocer, and housewife. 

EuGENE S. BLIsH, 

Colorado Milling & Elevator 

Company, Denver. 


v,g¥epe, 
Apologies, Plus Another 
Dale Nichols’ Blast 

| To the Editor: Could you please 
extend my apologies to William 
Shaw for neglecting to state the 
address of Art Center, Chicago. 
However, I must hasten to inform 
Mr. Shaw that in regard to his 
deep interest in sex shows, the Art 
Center does not specialize in these 


but occasionally finds its serious 


purpose of exhibiting better art for 
advertising discolored by the acts 
of the few indiscreet members. The 


address of Art Center is 820 Tower 
Court, Chicago. 

Mr. Shaw’s personal habits are of 
no concern to me, but I shall make 
an exception due to the plaintive 
note of his letter and suggest that 
he seek satisfaction in the neighbor- 
hood of south State street or 22nd 
street. I am told that these streets 
abound in all kinds of entertain- 
ment for tastes such as his. Or, 


again judging from the tone of his | 


letter, between 33rd and 36th streets 
might offer more variety and color. 

Another suggestion is that he 
obtain the services of a few models 
who share his ideas of good fun and 
build up a nice selection of inter- 
esting (I might say smutty) pic- 
tures which he himself could have 
the deep pleasure of taking. 

The point of my letter concerning 
“Sexhibition” is that I, with the 
interests of my ten-year-old daugh- 
ter, the status of advertising as a 
profession and the cultural future 
of the United States at heart, de- 
mand that he keep his philosophy 
and photo collection off the pages 
of the magazine which goes into 
the home. I fully understand, of 


knowledge, we are the first and— | 


course, that he and many like him 
have no interest in the United 
States, but (if Mr. Shaw can follow 
my reasoning), the movies took this 
attitude a number of years ago 
which finally resulted in strict cen- 


sorship to a rather embarrassing 
degree. 
To apparently unvisionary Mr. 


Shaw the vulgar display of sex in 
the magazine is delightfully enter- 
taining, a joking matter. But to 
hundreds of thousands of good 
American fathers and mothers it 
is no joking matter. 

And Mr. Shaw, I am not a resi- 
dent of Waukegan, but merely a 
visitor from Tucson, Ariz., where I 
own a “Rancho” in the foothills 
of the Santa Catalina mountains. 
You wouldn’t like the place, I am 
sure. The air is much too pure. 

DALE NICHOLS, 
Chicago. 
* ¢ 9 
Letter Draws Response 

To the Editor: Enclosed is a copy 
of our sales promotion letter entitled 
“Inadequate ventilation is one of 
the biggest reasons for barn paint 
failure.” 

We think this letter is a little 
unusual because we do not try to 
sell our ventilation equipment—we 


only give out some information 
which is very worth while and 
important for paint salesmen to 
know. 


| will. 


July 21, 


o = — - es 


We explain that barns Of a pre. 

vious generation were rather lo e, 

flimsy affairs through which {he 

winds and breezes could blow at 

Almost literally you coulg 
throw a cat at any wall and it would 
have about an even chance of la 
ing outside. However, as soon 
the value of tight, heat-conser) 
barns was established by agric\))- 
tural colleges and _ progress 
farmers, the question of remo, 
excess moisture given off by 
animals arose. Practically ey: 

/one of our salesmen has related 

/us how he has helped paint sal 
men out of jams with disgrunt 
farmers by pointing out that 1 

| paint failure was not due at al] 
the paint but rather to the farm: 
not providing adequate ventilati 
for the building. 

_ We mailed this letter to the me: 
bers of the National Paint, Varn: 
& Lacquer Association and t 

| them that we would gladly sup; 

|them with additional copies {f 
distribution among their salesm 
and distributors. 

The unusually large response 
this letter proves that the inform 
tion contained in it is not on 
valuable but also very interesti: 
and timely. 


M. J. SANDERS, 
Advertising Manager, Louden 
Machinery Company, Fairfield, 
Iowa. 


SS Well-thought-out 


MERCHANDISING 
SERVICE 


goes with 


BUY-LINES by Naney Sasser 


Not only do you get 8,800,000* circulation for 
less than $800 in BUY-LINES... you get a whole 
merchandising program 


Monthly bulletins to the trade . . . special memoranda . . . dis- 


play cards identifying your merchandise with BUY-LINES in 
the local newspaper. Your local retailers mentioned by name 


in BUY-LINES. Nancy sends a personal letter to interested buy- 


ers. Promotional campaign to retail trade in the 32 cities now 


under way. Statement stuffers with your message. Display 


ideas. Retail and merchandising departments of 32 great 


newspapers keen on the job... boosting you! 


Remember, when you buy into BUY-LINES you control 


your message. Nancy doesn’t just mention; she sells! 


Exclusive representation. 


Cumulative appeal assured 


by anchored position every Sunday. Natural for store 


tie-ups. Lever for new outlets. Practical for your budget. 


Starts September 7, 1941. 


*Note: March 31, 1941 A. B. C. statements now show an increase of 300,000 circulation. 


— 


New York Times « Chicago Tribune «+ Philadelphia Inquirer «+ Detroit Free Press « Clevelan! 
Plain Dealer + St. Louis Globe-Democrat «+ Boston Post « Pittsburgh Press « Washington Stor 


Minneapolis Star Journal « Cincinnati Enquirer « Indianapolis Star « Des Moines Register 


St. Paul Pioneer Press « Louisville Courier-Journal. 


—) 


New Orleans Times-Picayune + Houston Chronicle + Atlanta Journal « Dallas News « Memp!* 
Commercial Appeal « Charlotte Observer « Miami Herald « Birmingham News & Age-Her:'( 


Rich 


d Times-Di 


patch « Jacksonville Times-Union « Norfolk Virginian-Pilot « Nash» ‘© 


Tennessean. 


— 


Los Angeles Times «¢ San Francisco Chronicle « Seattle Times « Portland Journal « Oak!ood 
Tribune. 


a? 


For full information and rates address 


NEWSPAPER 


GROUPS, INC. 


Sales Representative for Nancy Sasser, Inc. 
420 LEXINGTON AVENUE ¢ NEW YORK CITY « MOhawk 4-343° 


Chicago, 360 North Michigan . 


Detroit, General Motors Building . 


San Francisco, 110 Sutter > \"e** 


—— 
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ADVERTISING AGE 


(are 


_— Jury Bats 
1.900 in Polls for 
Cosmetics Maker 


Women in 55 Cities 
Poll Friends to Deter- 


groups: the jury head in Columbus 
is a stenographer, in Detroit a 
socialite, in Houston a clubwoman, 
in Cincinnati a factory worker, in 
Greensboro, N. C., a _ poetess, in 
Miami, a teacher, and two others 
are secretaries with the Navy De- 
partment and the Department of 
Justice. Their incomes vary from 
a little over $1,000 to $25,000 per 
year; their ages from 19 to 57. The 
Luxor files on the jury heads are 
brief but illuminating, listing age, 


na 


woman was two and one-half boxes 
a year, considerably below the fig- 
ure hoped for. The same _ poll 
showed that five and ten-cent stores 
were the burden bearers of cos- 
metic sales, with drug stores and 
department stores following in that 
order. 

Sometimes a poll may arise from 
a complaint, as did the vote which 
is currently being submitted to the 
panel. A woman complained to 
Luxor that she had applied cologne 


are that a surprising number of 
women do use cologne on their 
clothing, which is a mighty handy 


thing to know. 
To Increase Jury 


The success of the jury makes it 
a reliable standard to Luxor. “We 
wouldn't think,” Mrs. Bright says, 
“of submitting a new product to 
the market without pre-testing it 
on the panel.” Still, she feels, it 
could be broadened by extending it 


Circulation Boosted 

The American Home Magazine, 
New York, has announced that 
although its new guaranteed circu- 
lation 2,250,000 there will be no 
advance in advertising rates. The 
circulation increase 250,000 over 
its previous guarantee. 


1S 


IS 


Stevenson to Pako 

Hugh R. Stevenson, former ac- 
count executive with Hutchinson 
Advertising Company, Minneapolis, 


occupation, address, marital status, to a rayon acetate dress with disas- ‘® More small towns, to get the nes resgnes te Gecome Scvertising 
mine Trends color of hair, eyes, complexion, and trous results. The label, she com- | three markets blanketed, urban, Seconahiin. oor 
skin type. Mrs. Bright used her plained, should have told her that | S¥Ourban and rural. ore 

BY JOHN H. CRICHTON own contacts in setting up the jury, rayon wasn’t designed for cologne) Current plans call for the jury 

hieago, July 17.—Working on relying on radio stations in some | spray. Mrs. Bright, as Luxor’s re- yw inpees - be stepped up to “00 
the theory that 1,375 women can’t | ©@S¢s—the stations that air Luxor | search director in charge of styling ae its PESSENS 58, with particular 8xi0 10 Cc 
be wrong, Luxor, Ltd., has built |P"°8rams—and cooperating with and public relations, handled the ae tg paid = oe South, the | 
up a nationwide consumer jury of | Lord & Thomas, Luxor’s agency, in complaint, pointing out that the Gos = . hr a rt = the bg er mn Cate of 100 or | “we CTC 
women to pre-sample products and | others. There has been little turn- | sizable amount of alcohol in many ret ae ay Pi ' oo os ate Sk waa — poet mow 
decide questions of policy. Scat-|°V¢" in the jury, only two women preparations would make them CM@uctea polling for Luxol We do the rest Quotations supplied for any 
tered throughout the urban centers having been dropped since the} anathema to rayon, but decided seas sei se Pesheatemte Guiienta ia te te of 1.000 
of the country and drawn from all | panel started functioning. that the subject was worth submit- Ellis Names Sunadinge IMPORTANT ANNOUNCEMENT! 
welks of life and all ranges of | _, rhe jury s reports are accurate, ting to the jury to find out how C. E. Staudinger, vice-president 0°14" SI be at en Low Prices: 
income, the group is polled on an if sometimes not too pleasing, as many women did apply cologne to of Sherman K. Ellis & Co.. New x14 — Me ea. 0”x 60 — $3.50 ea. 
average of once a month to deter- when it reported that the average clothing instead of skin. Returns | york, has been elected an executive c ha et hoy aero - 
mine the course the cosmetics |Co"SUMption of face powder by a are not complete, but indications | vice-president. Boor egy nt ee yen 
manufacturer should follow. 

rs. Edythe Bright, formerly | 
with Montgomery Ward & Co. in 
New York and one-time beauty | wow wow 
editor, originated the jury shortly | 5000 Watts 


_ : Covers an area of 
after she joined Luxor, and it was Day and Night 


WOWS-A-GRAM 


sei in operation in February, 1940. 185,288 square miles, 
Since that time, Mrs. Bright asserts, 590 containing more than 
the jury has never failed to provide Kilocycles 700,000 radio homes. 
an accurate answer to questions | 
presented to it, and has yet to enter a x 
the error column. —= a : 

\ case in point is the pre-pro- | ¥ Vel. 1—Ne. 5 OMAHA - GREAT PLAINS MARKET BULLETIN OMAHA, NEBRASKA 


motion polling of American Beauty 


bath accessories. Among the 
articles was a bubble bath soap, 
and Luxor wanted to know what 
the consumer trend was — toward 
tablet, individual package, liquid or 


bulk—and if women really wanted 
. a bubble bath at all. Individual 
7 package promotion was at its 
1e at the ti i the : 


height _— * a “Ideal Medium For Client Publicity 


accessory field, but Luxor’s poll | 
indicated that American women 
Eight thousand WOW families pay 50c a year for WOW’'s unique “ point-of-sale 
piece” — the Radio News Tower Magazine, through which every WOW program 


had accepted bubble bath soap, 
liked it, intended to keep on buying 
it, but had come to the stage of 
considering cost and quantities, and 
had therefore decided to buy bub- 


RADIO 


Complete Rade Program News 


NEWS TOWER =: 


From Redo Siem WOW 


| wow 


NEW FEATURES FLOCK TO WOW 


ble baths in bulk. So Luxor mar- WOW Execs OFF Hiss and Gutch is interestingly publicized to a “cream-of-the-crop” group of listeners in the large 
. : me ‘0 Big NAB _ ~ . . + . 7 ” 
mote fe seep & Suet ane & wee " Sentes Perede Omaha-Great Plains market. The News Tower is a “must” item by the loudspeakers 
enthusiastically received. of these listeners 
Basis of the consumer jury is the . steners. 


55 women stationed in cities across 
the country. These women are 
known as “jury heads” or “centers,” 
and all questions to be polled are 
submitted by Mrs. Bright to them, 
with instructions as to how many 
people to poll on the’ projected 
question, with 25 people questioned 
by the jury head the maximum to 
date. 


Every day, every night, the News Tow- 
er reminds folks to set their dials exclu- 
sively to 590 kilocycles—and to keep 
them there to hear all the red network, 
the best national spot programs, and the 
popular WOW local features. 


The Radio News Tower 
Is Just One WOW Plus 


Wise time buyers select WOW because it 
is the predominant station in a rich, balanced 
(half-agricultural, half-industrial ) market. The 
News Tower supplements the WOW time 


The jury heads serve with- ligi : Why wow Folks Pay 
out pay, most of them feeling that purchase as merchandising ea ean To Read Client Publicity 
they are rendering a real service Other WOW “extras” include quality of . _ 7 ba ; 
to consumer research and ates ' ; The Radio News Tower (June issue) in- 
r research and move- local programming, consistent listener promo- tuded 3 £ cad 4 36 f , 
ments, and with the exception of a dan beieh iain di imidhds bth aaieie ( Oe 34 photos of radio stars .. . 36 feature 
Luxor travel kit which Mrs. Bright F handisi ¢ Ps ry articles... 6 newsy (or breezy) Columns by 
1 » 2) Fi - Sales “ ‘ S y O rt | 1- °° . 
mailed to each of them, and a rrery _— ie cama a is. — staff celebrities 72 snappy radio news 
Christmas gift of cosmetics, there is vidual advertiser Ss especial needs. bulletins or “brighteners’ a full page 
ho remuneration from the Luxor - 


(11x14) United Press war map ... a full 
( back ) page accurate WOW program schedule 

Every month pictures and features are new 
and different. (The better to give good pub- 
licity to every WOW client!) Recent stand- 
out features included a full-page feature on 
radio stars’ salaries with list and photos of top 
ten... a complete list of new wavelengths of 
all U. S. stations after reallocation . . . double- 
truck (with 12 photos!) on eleven shows 
currently on WOW for one major client . . 
Haynes Radio Log in chart form . . . series of 
six full-page United Press war maps. 

Almost every item and every cutline includ- 


company. 


Range of Group 


The consumer panel covers a 
Wide range of types and economic 


— 


Gold Plaque Awarded For 
“Outstanding Radio Paper” 


The WOW Radio News Tower was awarded a gold 
plaque, presented by St. Louis University, at the recent 
NAB convention. It was adjudged the best publication 
of its type in the nation. 


a | J | 5 T F t ed the name of a WOW program, its sponsor, 
uly News Tower Features ial 
New Summer Shows The Radio News Tower Adds to ; ie 
_ | Photos and special articl | , Subscribers’ Enjoyment of WOW Shows You Can Dominate the di 
s and special articles on summer replacemen 

shows, program format changes, new stars and renewed Omaha Great Plains market 

accounts, will get the big headlines in the July issue Ti 8 y Ad a WwiTH 
oa of the WOW Radio News Tower Magazine. ime bu ers, ven, 

Clients, Enjoy It Too! 

— 


WOW sends the News Tower (gratis) to 
nearly 5,000 clients, agency men, educational, 
civic, and radio industry leaders every month 

In 1940 nearly 100 in the above group 
wrote voluntary “thunder” letters praising this 
news magazine. Many offered thanks for pub- 
licity cooperation which they hadn't even asked a 


for. 590 


WOW Wins Peabody Citation 


The George Foster Peabody citation, 
ing meritorious public service’ during the year 1940, 
was given to WOW for its enterprise in originating 
the President's Birthday Ball broadcast of 1940, car- 
ried by more than 450 radio stations throughout the 
world. 


for “outstand- 


COMBINATION” 


“i 


On the RED Network a 

KC. . 5000 WATTS DAY & 

oe, dOMMed. GILLIN, JR. MGR 
— Sohn Bleir & Co., Diane 


It is such enterprise, combined with ample power 
and good wave-length,that makes WOW the dominat- 
ing station in the Omaha-Great Plains Market area. 


A request on your letterhead will bring you 
a sample copy of the July Radio News Tower 
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ADVERTISING AGE 


New Gas Drive 
Aims at Higher 
Reader Interest 


Nine Industrial Fields 
Target of Business Pa- 
per Campaign 

New 


can 
years 


York, July 16.—The Ameri- 
Association, which in five 
credited with reversing a 


Gas 
is 


trend in public opinion and bring- | 


ing about a swing toward gas, 
about to launch its sixth 
nation-wide advertising campaign 
with a formidable array of four- 
color and black and white copy in 
women’s home and business maga- 
zines. First copy scheduled to 
appear in September issues and the 
drive will continue through August, 
1942. 


1S 


“The new campaign covers the 
period from July 1, 1941 to June 
30, 1942, and embraces advertising 


promoting gas fuel and modern gas 
appliances and equipment in 
domestic as well the industrial 
and commercial fields,” 
Thomas J. Strickler, vice-president 
and general manager of the Kan- 
sas City Gas Company and chair- 
man of the AGA’s committee 
national advertising. “Magazines 
whose circulations closely 
the distribution of gas 
throughout the nation 
the backbone of the domestic 
paign. Trade papers having 
tensive circulation coverage 
key American industries will be 
used for industrial and commercial 
gas advertising.” 

In preparing the coming 
the AGA had before it the 
of; surveys, handled by an_ inde- 
pendent research organization 
under the direction of McCann- 
Erickson, AGA agency for promot- 
ing the use of domestic gas, 


as 


meters 


cam- 


who would choose a 
amounted to 69.5 per 
total, the percentage 
had increased to 73.9. 


Zas 
cent 
late 
In a 


of the 
in 
break- 


. . 
down of the two comparative sur- | 


veys, covering 14 specific points in 
the use of gas as compared with | 
electricity, Mr. Strickler reported 
“an encouraging increase in the 
opinion favorable to gas.” 
To Use Full Color 
In planning the series of con- 
sumer advertisements for the com- 
ing year, said Mr. Strickler, “we 


have adhered to the belief that the 
best results can be accomplished by 
using full page advertisements in 
full color. Although four-color ad- 
vertising costs more per unit than 
black and white, it is our convic- 
tion that in the long run it is more 
economical.” 

Another independent survey 
check results of the AGA campaign 


just concluded revealed, said Mr. | 
Strickler, that “our 1940-41 cam- | 
paign has been securing observa- | 


| of 


annual | 


the | 


reports | 


on | 
paralle} | 
constitute 


ex- | 
of nine | 


drive 
results 
i 


which | 
revealed that whereas in 1937 those | 
range | 


1940 | 


to | 


The JOU “ee TWINS 


With Over 52,000 
Daily Circulation. ae 
Sioux City leads every city in 
the state as a wholesale city. 
Ranks eighth in the stock- 
yards ‘mee’ in the Unites 
States. 

1940 it eauet the lernset 
percentage of gain in livestock 
receipts in the entire on 1 
Industry. / F 

; eee : 
General Advertising Representative of The Journal 
NOEE, ROTHENBURG & JANN 
New York - Chicago » Detroit - Gen Reanchep 
eee 
Owners and Operators of Station KSCI : 


| tion at $7.50 per thousand—or at 25 | slogan reading, “Let Gas Do the Big 
Jobs—Cooking, Water Heating, Re- | 


per cent less cost than the average 
for this field of advertising. The |frigeration and House Heating.” 
ratings covering readership of the | The CP seal, attesting to the certi- 
advertising are not so favorable. | fied performance of gas ranges, also 
We hope to correct this condition in | comes in for attention. 


the advertisements to be used dur- Seek Full-Text Readership 


ing the coming year.” 

To achieve this increased reader- “While the pictures, captions and 
ship during the coming year the |slogans go a long way toward tell- 
four-color consumer copy will em- jing the story and creating a favor- 
brace, for instance, an illustration |able impression,” observed Mr. 

an attractively decorated and | Strickler, “the ‘reason-why’ 
practically designed gas kitchen, |arguments for gas and gas appli- 
topped by attention-getting human |ances as stated in the text matter 
interest copy disclosing the wife’s|are, after all, vitally important to 
side and the husband’s side in the | get across to the reader. It is with 
matter of using gas. Text matter 


_is brief and emphasis is placed on |designed the new advertising to 
the slogan, “Gas, the Wonder Fuel| win a_ high full-text readership. 
for Cooking” with a_ base-line |The human interest characters de- 


selling | 


picted at the top of the ad, in the 
main drawing and again at the 
| base of the ad, suggest a story-like 
|continuity which we know from ex- | 
perience promotes readership. 


“The ‘incomplete thought’ school | 


‘of headline has been used in these 
|advertisements for the 


same rea- 
json. This device piques the read- 
ler’s curiosity and promotes full 
|readership of the message. Finally, 
the type itself has been set in an | 
| uncrowded style—another simple 
|ship. We believe this new adver- 
'tisement embodies colorful attrac- | 
| tiveness, modernity, reader interest, 


this thought in mind that we have|simplicity of arrangement for easy | 


|reading and strength in the sales 


|argument for 
| appliances.” 


THE AMERICAN 


FRONT PAGE FARRELL FOR ANACIN 


JOHN B. HUGHES FOR ASPERTANE 


| been selected for the industrial 
advertising drive 
reach the nine fields 
|resent the greatest actual and 
tential use of gas.” 
Leod and Grove, Pittsburgh, is 
vertising counsel for i 
the campaign. 


To Reach Industry 


The fields to be reached 
sector of the campaign include 
| but effective device to gain reader- | their 
|metals industry, processing ind 
chiefly chemicals and al! 


including bak 
and food processing. 
gas and modern gas | to 
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ADVERTISING AGE 


“Several issues of a tabloid news- 


p 
t 
c 
i 
C 


Joins Ralph L. Wolfe 


A. D. Conkey, 


F 


Volfe & Associates, Detroit. 


‘ore use of gas for counter cook- 
g and gas for cooking and other 


‘ity 


omotion 
oming advertising year will not be 


unter and display cards.” 


‘Garland S. Ferguson 
Renominated to FTC 

Garland S. Ferguson, oldest mem- 
ber of the Federal Trade Commis- 
sion in point of service, has been 
renamed to another seven-year term 


plications in the hospital field. 
The AGA will continue a pub- 
program in newspapers, 
igazines and on the radio. “Sales 
activities during the 
Senate confirmation. His present 
term, the second, expires Sept. 26. 

Under FTC’s system of rotating 
the chairmanship, Commissioner 
Ferguson headed the Commission in 
1930, 1934 and 1938. He practiced 
law for many years before entering 
federal service. 


Ledder to Barnes Chase 

Ralph Ledder has joined the Los 
Angeles staff of Barnes Chase Com- 
formerly with| pany as account executive. He was 
iss Roy, Inc., has joined Ralph L.| formerly with Raymond R. Morgan 
| Company, Hollywood. 


lically different from those used 
the past,” said Mr. Strickler. 


per will be substituted for more 
pensive portfolios and the items 
ered for local tie-in will be re- 
nts of ads, photographs and 


by President Roosevelt, subject to | 


Wanamaker’s Junks Rule Heads Postal Meter 


John Wanamaker 


department Charles R. Ogsbury, formerly 
stores in Philadelphia and New|vice-president of International 


York have discarded the summer | 
policy of “no business on Saturday” 
because, it was explained, the pres- 
sure of the defense program makes 
| shopping 


Business Machines, New York, has 
been named president of National 
Postal Meter Company, Rochester, 
N. Y. 


| 


impossible for many | aeenencencioneeione 
people on any other day. The pol- . 
icy was announced in full-page | To Solis S. Cantor 


advertisements in Philadelphia and | 
New York newspapers. 


-Y & R Names Lewis 

| Tom Lewis, radio department 
manager at Young & Rubicam, New 
| York, has been appointed to direct 

the Hollywood offices of the agency Gets Ambassador Account 
as well. He will continue to be| Western Advertising Agency, Los 
responsible for all Y & R_ show| Angeles, has been appointed to di- 
production, and will divide his time | rect advertising for the Ambassador 
between New York and Hollywood.| Hotel Company, Los Angeles. 


Foster Brothers, Philadelphia, has 


|phia, advertising agency for Foster 
sportswear. A_ fall campaign is 
scheduled for Collier's, Esquire, Life 


j}and The Saturday Evening Post. 


appointed Solis S. Cantor, Philadel- | 


Just how marked the ““Move to Mutual” really is, 


this June of an additional 10 quarter-hours a 


was strikingly demonstrated by the signing 


week of immediate business by Blackett- 


Sample-Hummert. The accounts, covering virtually all periods of the day, now stand: 


5 quarter-hours for Aspertane (noon time) 


5 quarter-hours for Anacin 


(early afternoon) 


5 quarter-hours for Ovaltine (late afternoon) 


3 half-hours for Corn Kix 


It’s significant that the largest placers of radio time are drum-majoring the shift to Mutual. 


... America’s ONLY Station 


-Operated Network — 


(evening time) 


For Defense and 


Investment 


Buy 


UNITED STATES 
SAVINGS BONDS 


This is one of the advertisements being 

used in Chicago daily newspapers in a 

cooperative campaign by banks of Chi- 

| cago and suburbs to promote the sale of 
United States savings bonds. 


Chicago Banks 
Launch Defense 
Bond Campaign 


Chicago, July 16.—Banks in the 
Chicago district began laying down 


an advertising barrage in news- 
papers here yesterday in support of 
a “Buy United States Savings 
Bonds” drive which will run 
weekly for 20 weeks through the 
summer months and into the fall 
The campaign is being supported 
by the banks of the Chicago Dis- 
trict of the Illinois Bankers Asso- 
ciation, including institutions in 


| Chicago and the suburbs of Cicero, 
| Evanston, Oak Park, Wilmette and 
Winnetka. 

Copy will appear in all five Chi- 
cago daily newspapers, using four 
columns on 160 lines, and will em- 
phasize the buying of the bonds 
both for defense and for invest- 
ment. Each advertisement will be 
illustrated with a picture of a Min- 
ute Man statue. It was felt by 
the banks that a better selling job 
could) be done with cooperative 
advertising than by pushing sales 
of the bonds in individual bank 
space 

Guy W. Cooke, assistant cashier, 
First National Bank, Chicago, 
chairman of the special committee 
on defense bonds cooperative ad- 
vertising, which was appointed by 
the committee on education, public 
relations and publicity to handle 
the campaign. Assisting Mr. Cooke 
are: J. Mills Easton, manager of 
advertising and publicity, Northern 
Trust Company; Rufus R. Jeffris, 
publicity manager, Harris Trust & 
| Savings Bank; Robert  Linquist, 
American National Bank & Trust 
Company; George Newland, Madi- 
son-Crawford National Bank; Ches- 
ter L. Price, advertising and pub- 
licity manager, City National Bank 
& Trust Company, and J. K. Wai- 
bel, Continental Illinois National 
Bank & Trust Company. 


IS 


..-more than just 
a radio station -- 


a Baltimore 
institution! 


| 
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July 21, 1941 


IN LINE 


BOTANY DELIVERS THE GOODS 


to Uncle Sam. 


and to Mr. and Mrs. America 


iy | Phe 
; if x F “™? 
‘ f v7 , oeak , 


Botany Worsted Mills 
© 


Botany Worsted Mills, in the New York 
Times and two business papers, tells in 
this copy that it is conforming com- 
pletely with the Wool Products Labeling 
Act which went into effect last week. 


Botany Explains 


Compliance with 
Wool Labeling Act 


FTC Asks Voluntary 
Conformity of Industry 
with Law 


Passaic, N. J., July 15.—With the 
Wool Products Labeling Act of- 
ficially in effect today, Botany 
Worsted Mills used the New York 
Times and two business papers to 
give consumers and the trade for 
the first time a complete picture 
of its manifold operations. 

Guaranteeing conformity with 
the Labeling Act, embodying a pol- 
icy which “Botany recognized years 


ago,” the company described how 
it “delivers the goods” to Uncle 
Sam in the production of “thou- 


sands of yards of service fabrics” 
and to “Mr. and Mrs. America” 
with “fashion fabrics and products 
that spread to the utmost the pur- 
chasing power of American dol- 
lars.” Keyed to the national emer- 
gency, copy termed Botany “more 
than a producer of quality goods 
it is a fighting organization pledged 
to serve America in every way that 
will safeguard American life.” 
May Extend Campaign 
Sketches in a series of ten small 
panels gave a graphic picture of 
the company’s operations, including 
the production of Fashion and Per- 
ennial fabrics for women's wearing 


apparel, men’s wear worsteds, 
men’s robes, knitting yarns, certi- 
fied fabrics (sold by the yard), ties, 
mufflers and socks; shirts, slacks 
and loafer coats and _ Lanolin 
Beauty Aids. 

Botany may return to the same 


theme in an extended campaign in 
the fall when the imminence of 


Connect in 
Connecticut 


For a home run in 
Connecticut's Major 
Market, it's just good 
sense to use 


horse 
WDRC and get all 


three: coverage, Pro 


Ss | 
65] grams, rate 


gasic CBS rorconnecticut 


cold weather 


heightens interest in 


the unrevealed presence of substi- | racturing fields to the law has been 


{merce only to avoid conflict wit! 


woolen fabrics. tutes and mixtures. Enforcement | mixed. Some companies and groups | the act. 
addition to the Times, full-|is vested in the Federal Trade have supported the measure} ‘ 
insertions appeared in Daily |Commission, which has promul- | strongly. Others have opposed it Will Use Remedies 


page 

News 
Daily. 
placed the copy. 


VOLUNTARY COMPLIANCE 
EXPECTED BY FTC ito its 

Washington, 
formative 
stride forward this week when the 
Wool 
came 
passage by 
than 30 years after 
tion was first proposed. 


protect 
distributors 


gated regulations within broad out- 
lines laid down by Congress. 

Public interest in informative 
labeling and the effect on sales of 
| disclosing fiber content will be put 
greatest test as a result of | 
In- | the law. Consumer groups which 
long | have been clamoring for more buy- | is 
ing information in advertising will 
have their first industry-wide op- 
portunity to prove their contention 
that completely informative label- 
ing will stimulate rather than re- 
tard sales. 


Record and Women’s Wear 
Sterling Advertising Agency | 


D. C., July 15. 
labeling took a 
law. 
Products 
law, nine 


Labeling Act be- 
months after its 
Congress and more 
similar legisla- 


act’s stated 
producers, 
and 


purpose is to} 
manufacturers, 
consumers from 


Reaction Mixed 


The reaction of retail and manu- 


bitterly, claiming that sales volume 
will be reduced and that some re- 
quirements under the law 
clear or are impractical. 
No immediate crackdown by FTC 
is expected. 
wool products now on retail shelves 
improperly 
A recent survey by the Na-| but 
tional Retail Clothiers and Furnish- 
ers Association revealed that only | persistent violators.” 
58 per cent of the stores queried | 
planned to 
hand, and the 
‘tion of doing so. 
labeled in accordance with the new the agency 
law must be sold in intrastate com- 


FTC announced that its enforce. 
ment policy will be “to effect com 
pliance through voluntary cooper: 
tion whenever this is possible and 
consistent with the public interes: 
A large measure of voluntary com 
pliance is expected and the Com 
mission welcomes such cooperation 
it will employ every remedy, 
available to it against willful o 


are not 


A sizable share of 


labeled under the 


re-label all stocks on ‘Change Agency Name 

tag ee Be Booger L. Goodrich Green, of Dykes & 
erchandise NOt Green, New York, has resigned and 

will be known in the 

future as Albert F. Dykes. 


This ls 


This standard phrase, 
which signs all A.B. P. ads, 
is a hard-working doctrine. 
We mean every word of it. 


Increasing usefulness to subscribers 


For years \.B.P. publishers have bent every effort to serve bet- 
ter the specialized job-interests of their reader audiences. In 
many instances the most modern research techniques are con- 
tinuously applied to editorial improvement. Lhis is not done 
with an eye to sales promotion. A.B.P. publishers undertake 


such research solely to detect editorial weaknesses and dis- 


cover ways to intensify readership. 
Since advertising productiveness depends largely upon the 


publication's sustained service to its readers, this benefit: to 
advertisers is clear. 


Helping advertisers make better use 

of that better readership 

This part of A.B.P.’s doctrine is more easily 
recognized as being of tangible help to advertisers and their 
\.B.P. aids 


“shirt sleeves” 


agencies. More than g.oo0 of you have sent for the 
to better advertising that we've produced so far. 


The “TELL ALL” book 


This proved so popular that the demand far ex- 


Vel all 


ceeded our wildest dreams. 


The supply is com- 
pletely exhausted. We have learned so much in the 


TELL ALL 


re planning a second and much 


time that has passed since we wrote “ 
No. 1” 


more 


. that we 


thorough-going edition which will be of 


much greater help to you than if we were to re- 


All GONE! print the original 


“TELL ALL” has been useful to those who have used it 


Says a manufacturer in Seattle, Washington: “We have used ‘TELL ALL’ 


to advantage in backing up a budget proposal argument.” 


Another in New Jersey: “/t's a swell job—we 


There ave still 


l done. But don't stop there. 
(ii? — 
‘Tell All’ 


alot of advertising men who don't know how to Te 


for they haven't got their facts organized. Since we adapted the 


plan in our toyo advertising, results are at least 10% better!” 


We reprinted “Intensive Advertising” by John E. Kennedy 


This was made available 


it deals so well with the practical application of TELL ALI prin 


\. BP 


ciples. Many thousands of copies have been requested since 


first offered “Intensive Adve rtising’” last Summer, but there 


left and they're sull tree. 


to advertisers and agency people because 


are some 


pig ~% 
| their subscribers and 
‘helping advertisers 


get a a bigger re return 


Its usefulness to advertisers is partly indtu ) 


statements like these 


the subject of advertising and selling.” 


An advertiser from Worcester, Mass. says: “/ nh 
he man who, thirty years you are doing a good service for the entire ad 
field by publishing and circulating materta a 
\ character. It is bound to contribute greatly t 
ination of ‘Copy Constipation’ and weak king 


which goes into a considerable amount of advertising today. 


Helping Management and advertising people get together 


‘ ol 


\s long 
skilled 


as some top executives inadvertently thwart the « 


‘ get 


advertising men, we can never help those compa! 


From a Dallas agency man: “There is more it 
little message from John E. Kennedy, than ar ng 
many times its size that I have ever read. And I 
add that 1 buy and read most eve rything avai n 
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Resolution York. FCC Chairman James L. Fly | requiring the National Broadcasting 
of the Blue 


networks, the White s 4 y Nz 
in orma a calling for an investigation of radio | has not been present, but has talked Company to dispose 


and FCC appears to 


Interstate Commerce Committee. 
The committee chairman, 


Shove White Radio *s:2".ers.c" 


Burton K. Wheeler, 


Senate 


have been | separately with network officials. network, he said that 


brought up the point but that no 
action had been taken. i 
Sen. Chairman Fly disclosed at a press ment that “controlling 
adjourned conference yesterday that “agree-| would not be altered, however, 
mean that 


Progress Reported 


- : hearings subject to call nearly four able, constructive talks” have been taken to ‘ ‘ 
| n 0 scar weeks ago. No “call” has been held with network officials. He refuse to remove its 


issued since and indications are) reported some progress but empha- network operation. 


FI Ad ° difi that none will be. Instead, and at sized that his discussions with Chairman Fly reiterated what he 
y mits Mo iTica- instigati Wheeler, executives of the major chains are | has said frequently in the past by 
tions of FCC Rules May efforts are being made to settle the still in the preliminary stage. 

monopoly problem through 
Result 


the instigation of Sen. 


mal conferences. 


“some modifications in FCC’s| Blue network, and that there need 


Sen. Wheeler indicated early in stringent monopoly rules may re-| be no “forced sale.” 


Washington, D. C., July 15.—/| hearings on the White proposal that sult from the conferences. He 
egardless of the ultimate outcome he favored settlement of differences stressed, however, that FCC 
f the Federal Communications by the conference method. Several not back down on “controlling 
ommission’s controversial mo- | meetings have been held m the past principles.” Asked if the commis- The monopoly 
opoly regulations against national fortnight, both here and 


in 


will | weight to the belief 


emphasizing that plenty 
infor- Chairman Fly admitted that will be granted NBC 


This repeated 
mention of time extensions 


insist upon sale of the network. 
regulations, 
New sion would reconsider its order mulgated May 3, were to have been 


, 


a full return on their advertising investment. So 

have produced two booklets, “How | Ham 
ar = strung My Advertising Agency” and “Mr. Presi 
. dent: Meet Your Advertising Manager.” These are 


addressed to top management. They are available 
ws 6 


to agency people who might want to distribute 


- them to their clients, and to advertising managers 


on of anad =©60 Who want to pass them along to their company 


enage! who officers. In either case, we'll send them for you it 
w to get areal , 
aes his YOu want your name kept out of it 
pywriting skill ; : . ; : 
If reactions like these are any indication, ““Ham- 


strung” and “Mr. President” must be useful to somebody. 


A New Jersey Advertising Manager: “Your ‘Mr, President’ certainly sets a 
mark for any advertising manager to shoot at. Frankly, 
Tread this pamphlet through three or four times. Each 
time I blushed more deeply when 1 thought of the 
many things | was not doing that I should be doing.” 
; Of “Hamstrung” an agency in St. Louis writes: “An : 
intelligent analysis of current client-agency relations. meet your: 


If heeded it will definite!y increase the effectiveness of mdve rt Lov kre, 


business paper advertising. Time ly .. well done!” 
’ A New York Advertising Manager's request: “Please 
send the booklet ‘Meet Your Advertising Manager’ not 
only to our president, but to our treasurer and the 
general managers of our divisions. 1 have to work with pg 
all of them and your booklet hits home with several wort 
vital points,” 


We have just completed an agency presentation 


No lecture, this. but a collection of cases illustrating how some consumer 
goods manufacturers have found ways to make their dealer paper adver- 
lising profitable part of the merchandising plan. Designed for agencies 


that ave chiefly concerned with handling consumer goods accounts, this 


presentation will serve not only to remind those agency's staffs of these 
fundamentals that make dealer paper advertising profitable, but will pro 
Vide them with material to help them sell the client on doing /ris part. 


Were just starting out with this new aid to better 
eu advertising, so we dor’t know whether it’s anv good o1 

not. Even so, we have a number of agencies on the 

S —O-) Waiting list, and if vou'd like to hear about their reac 
pig tions to it and possibly arrange for a showing before 


leet of your people, get in touch with us and we'll see if we can't 


together, 


An illustrated talk; “Advertising is Like Editing“ 


it 

g “onstrates the steps that some advertisers have taken to make a success 

t CW scvertising. This was put together originally to convey to college 
n ents fundamental relationship between good editorial methods and 

sing methods. Advertising men who have seen it say that it's 

nk Slat yin building more profitable advertising 

1s 

. 4 
ing 


THE ASSOCIATED BUSINESS PAPERS 


BOER Gp 4 notions association of business publications devoted to. 
s of inclaas. segs gen nce nes 


We can probably arrange to have this presented to groups of advertising 


people. Can't promise to rush out on the next plane, but drop usa line and 
we'll see what can be worked out 


How about a TELL ALL copy clinic? 


A.B.P. headquarters has had suggestions from agency people and adver- 
lising managers that we hold periodic round table discussions so that 
advertising men could get together and thrash out the application of 
PELL ALL principles to their particular problems, If this would be of 
genuine value to a sufficient number, we might get something started on 
it. Would you like to join such a group, or start one in your locality: 


WANTED: a couple of Guinea pigs 


So far A.B.P. has given impartially of its experience and material to all 
advertisers and agencies regardless of size on product, On t/iis one we are 
going to be choosy. We want two or three manufacturers to work with us 
in evolving the perfect TELL ALI campaigns: test Campaigns in each of 
Which would be developed the ideal TELL ALL ads for one product sold 
to one market, chietly through the medium of business papers (fully con 
related with supplementary sales and sales promotion efforts, of course 

Lo these campaigns would be applied every known method of testing the 
effectiveness of advertising. Sure, the advertiser would pay for the adver 


tising just as he does now. He would be getting the help of experienced 


men who have studied the application of TELL AL principles for years 
We would be getting case histories that would be of inestimable value to 
the entire advertising profession. 


If that sounds like a good idea to you, signify your willingness and tell us 


about your product and sales problems; but don't be hurt if we turn vou 
down, because, no fooling, on (iis one we are going to hand-pick the tew 
situations that ideally suit the purpose, 


Believe us, we've only just started! 


This effort to help advertisers get more out of what we sell is not just a 


matter of good morals; it’s good business. And besides, it’s much more fun! 


So many of the same agency people and advertisers who, a few years ago 
were the cynics and critics who made our lot a most unhappy one, are 
now asking “Do vou think this copy will vet the maximum results?” instead 
of “Why in heck should | use business paperss” Yes indeed, we should 
have done this long ago. 


So, don’t you agree that the A.B.P. doctrine is more than a nice-sounding 


phrases We have all this material available, and many ideas for new and 


better ways to help advertisers get a bigger return on their investment, 


But we can't do it all at once, or alone. If vou haven't received the mate 


rial described in this advertisement, or if vou have any ideas that would tie 


in with the proposed activities, the next step is yours 
Here's a coupon to make it easy to get the booklets, but we'd rather have 
a letter telling us what you think of the whole thing, 


Mant 
yar Presta 

' per hevertioing 
sociot 3 sv pt : \i7 
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put into effect within 90 days, or 
Aug. 2. Asked if this deadline will 
be adhered to in view of time con- 
sumed in hearings on the White 
proposal and conferences now going 
on, Chairman Fly said FCC will not 
postpone regulations as a whole “of 
its own accord.” He added that 
there may be applications for post- 
ponement. In view of his as- 
surances that FCC will permit 
whatever time is necessary for 
compliance, it is assumed that the 
commission will grant a postpone- 
ment if it is sought. 

Chairman Fly was asked if the 
White resolution should be re- 
garded as “a dead duck.” He indi- 
cated that he believed that to be 
the case, but added that the confer- 
ences which have been held since 
the last hearing are not the only 
reason why a quiet burial is indi- 
cated. He contended that the reso- 
lution was heard upon its merits, 
and that the committee hearings 
amounted to the investigation asked 
by Sen. White. Questioned as to 
his appraisal of the White proposal 
and its fate, Mr. Fly smiled and 
said: “I am sure truth and justice 
will sintionall 


Push Advertised 
Products in New 
Sears, Ward Books 


Chicago, July § 16. Both the 
Sears, Roebuck & Co. and Mont- 
gomery Ward & Co. fall and winter 
catalogs issued this week give con- 
siderable space to well advertised 
products, the Ward book devoting 
an entire page to pointing out that 
hundreds of the products listed in 
the catalog bear well-known em- 
blems of leading American manu- 
facturers, with Sinclair oils one of 
the newest additions. As _ pointed 
out in ApverTistInc Ace July 7, 
the average increase in prices is 
around 6 per cent. 

Both companies make much of 
the uncertainty of certain materials 
during the present defense emer- 
gency and the possibility that 
increased taxes will require price 
increases during the immediate 
future. There has been a general 
tightening in time payment terms, 
with down payments increased and 
the period of payment shortened. 

Sears is issuing 7,000,000 books 
while Ward is sending out 6,000,000, 
A blue cellophane ribbon with a 
gold imprint of “America’s Fastest 
Growing Territory” is being placed 
on the Sears Dallas and Atlanta 
books to mark the thirty-fifth anni- 
versary of the Dallas plant and the 
fifteenth anniversary of the Atlanta 
plant. 

As an editorial feature the Sears 
book devoted an 1l-page section to 
a photographic study of a rural and 
urban family, both identified as 
Sears customers. 


Black Adds Holtzman’s 


Holtzman’s, Inc., Myerstown, Pa., 
has appointed W. L. Black Adver- 
tising Agency, Reading, to handle 
advertising in behalf of its Pretz- 
Sticks. 


COLUMBIA'S 
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Ships Pace Houston 
Defense Activity 


i'marine parts and other marine 
equipment. 

Although defense orders have 
|swelled payrolls and have caused 
lan overflow to many of the smaller 
towns and cities in the Houston 
vicinity, all lines of business have 
shown marked improvement. 


New Work Adds to 
High Level of Business 
in Houston 


By CHAS. N. TUNNELL 


Houston, July 17.—Third largest 


U. S. port, the oil capital of the 
world and the home of F.D.R.’s 
financial director, Jesse H. Jones, 


Houston currently is basking in the 
spotlight of industrial development. 

Defense orders of almost half a 
billion dollars and other defense ac- 
tivities have injected a new energy 
into the bloodstream of business 
throughout this Gulf Coast market; 
however, even the defense activities 
are planned to fit into a long-range 


ues 


f 


BUSY DAYS AT SHIPBUILDING YARDS 


An interesting barometer are 
postal receipts, which have shown 
an increase over the prior month 
for the past 84 consecutive months, 
indicating a steady and stable 
growth rather than a _ temporary 
|boom. All utility connections are 
ahead of last year. Water connec- 
tions the first of June were six per 
cent ahead of the same month last 
year; telephone connections were 
seven per cent up; light and power 
connections showed an increase of 
more than six per cent and motor 
'registrations five per cent. 

Building permits for the first 
quarter of 1941 did not increase over 
the same period last year because 
of several large projects started in 
ithe city early in 1940; however, 


program that has kept this section ee a Houston continues to rank among 
: . a lag treated Mle, Fe ee ee eer Te ithe top cities of the country in 

far above the average even during s — < — ae ad . " bela ¢ 

the slough of business recession. | a Kod > oo oo ae a . ar , 


Any comparative analysis of busi- 
ness increases must be made with | 
the thought that industrial and busi- 
ness activities in the Houston and | 
Southwest markets never receded 


being built and repaired. 


Trailers at a Premium 
at Ellington Field, 


At the Port Houston Iron Works and other shipbuilding yards of the Gulf Coast 
section, freighters, tankers, mine sweepers, mine layers and other vessels are 
In the foreground is the YN-55, just completed for 
Uncle Sam's Navy. 


Construction 


|near Houston, plus the continued 


to the same low levels that were ex- 
yerienced in the older industrial | 
ene of the country $20,000,000 plant. Although this 


Although defense projects are so plant was under construction late 
closely allied with general business | 1940, it is just — being com- 
in many instances, there has been a pleted and its location on the 
decided influence in all lines of | T@%@S Gulf was made so as to ex- 
business as a result of the increased | tract the tena chemicals and 
payrolls, building expansion and | Minerals from sea water for the 
other factors created by the location production of magnesium. And 
of various army camps, shipbuilding aes Oe On mportant element 
yards, and industrial plants in this |!” the manufacture of defense ma- 
locality. Many of the present fac- terials. 
tories, foundries and plants have It has been pointed out that the 
turned a portion of their production | erection of this plant was prompted 
into direct manufacture of war ma- | by long sight planning of defense 
terials and supplies and several projects; however, polars true of vari- 
major plants and expansion pro- |0US other planta built in this section, 
grams have been carried out because | magnesium and the several other 
of the national defense program. products turned out here by the 

Dow Chemical Company can easily 
Can Be Used Commercially 'be diverted into strictly industrial 

For example, the Dow Chemical |¥S¢S and the course of World 
Company, at Freeport, has started| War I will not greatly affect the 
production of this plant. 

An example of defense activity is 
also shown in the purchase of a new 
| tract of land, 592 acres, by the Shef- 
| field Stee] Corporation on the Hous- 
ton ship channel for the erection of 
a new $17,000,000 plant to utilize 
scrap iron. Sheffield pioneered the 
utilization of scrap iron for the 
}manufacture of steel, having built 
the first open hearth furnace in 1918 
to convert scrap iron and steel into 
a commercial product that is used in 
many fields of industry, and lately, 
in war materials. 


production of magnesium at _ its 


AND ANOTHER RECORD 
BIT THE DUST! 


One after another records are toppling 
om the Texas Gulf Coast population 
business, defense! No mere 
boom — this record-topping has been un 
interrupted for a decade Only one com 


building, 


Coast Industries Busy 


bination blankets this market—KNYZ : arta rectricti : ‘ere | 
cin Tatas tet Gch cas Ges a Sean Until certain restrictions were | 
urea. Full information on request clamped down on the export of 

Tien't tal i ' scrap iron, thousands of tons of this 
* ont take ’ oo ” See got 


ernment figures metal passed through the Houston 
port annually for Japan and other 
foreign markets. The new Sheffield 
plant, a subsidiary of the American 
Rolling Mill Company, will divert 
'much of this scrap material and 
iturn out a wide line of finished 
products ranging from nails. to 
structural steel. 

These examples of new industries 
iprompted by the 


defense program 


* 8 ’ . 
Advertising Executives 

Who buy Engravings! 
Here is the cooperation you have long sought. 
Twenty years of experience with production, art requirements, 
engravings as well as printing. Will guarantee to make your 
temper go down, and your tempo go up, and with not an 
extra penny added to your engraving cost. 


A telephone call will entail no obligation. 


y e 
Ed. K PAaAMECR Wickersham 2-8294 
305 East 47th Street, New York, N.Y. 


NOT A FREE LANCE NOT A MIDDLE-MAN 
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/lington field and other army and air 


| government dredges. 


building in the industrial field, has 
all skilled craftsmen at work. Elec- 
tricians, plumbers, carpenters and 
other craftsmen have been at a 
premium. Many electricians that 
have been earning $60 a week in 
private industry have averaged $190 
a week on army camp construction 
with their overtime and high wage 
Sales of automobile trailers 
and house cars have been phenome- 
nal, and many house cars rent for 
a price equal to a modern bungalow 
|when located adjacent to an army 
Hughes Tool Company, maker of |project or industrial development. 
oil field equipment, and the com-| There has been no actual housing 
pany is now expanding and re-tool- | Shortage in Houston or nearby cities, 
ing to the extent of $3,500,000 in | however, rents have continued good 
order to carry out this and other | and property owners are approach- 
contracts. ing the 1929 level for income from 
apartment and other buildings. 

Rand McNally places Houston 
business at 16 to 34 per cent ahead 
of the same period in 1940. Federal 
Reserve reports indicate that busi- 
ness in this section for the first 
quarter of 1941 is 11.4 per cent 
ahead of the same period last year. 
The Bureau of Business Research at 
the University of Texas, in Austin, 
gives Houston an employment gain 
of approximately 2 per cent and a 
payroll gain of approximately 4 per 
cent, ending with the March period. 
Employment has taken a decided 
upward turn since the compilation 
of these figures according to infor- 
mation released by manufacturers 
and industrial leaders reporting for 
their individual concerns. 


Retail Sales Up 

One of the major developments in In the retail 
the area is the opening of Consoli- 
dated Steel Company’s ship building 
yards in Orange, Tex. Along the 
marine line is also the new Weaver 
shipyard Company in Orange—and 
other improvements to the drydocks 
in Galveston, the shipyards in Beau- 


are but a small part of the activity 
now under way in the Gulf Coast 
area. Numerous other new projects 
are under way, some of them are in 
production, some are under con- 
struction, and others are not beyond 
the paper and planning stage. But 
actual defense orders have been let 
and the preliminaries cleared for 
both old and new plants to process 
certain defense materials. For ex- 
ample, a $10,000,000 contract for 
bomber struts has been obtained by 


scales. 


Other Contracts 


Other major contracts received by 
Houston and Gulf Coast concerns 
during late May and the first week 
of June include $1,291,950 by 
Humble Oil & Refining Company for 
engine fuel, a $500,000 contract by 
the Long Reach Machine Works for 
machine tools, and a contract by 
Miller Bros. Mfg. Company for 
twill trousers. Other recent activi- 
ties cover such widely divergent ac- 
tivities as railway building to El- 


posts in this section, new improve- 
ments to Galveston and other air- 
ports, expansion to Tuberlite, Inc., 
for the manufacture of machine gun 
parts, overhauling and repairs to 


field, Houston mer- 
chants have been more concerned 
with deliveries than they have with 
Sales are up from 4 to 10 
per cent in all retail fields. The last 
official report on retail sales showed 
Houston in 1939 as 5 per cent ahead 
of the peak year of 1929; however, 
mont, Orange, and the several boat- | every retail barometer shows retail 
works in Houston. The work on the | sales today as being from 10 to 20 
Houston Shipbuilding Corporation| per cent ahead of 1939. Many 
shipyard on the Houston ship chan-. stores instead of retrenching for the 


sales. 


nel is progressing nicely and the ordinary summer slump have been 
first keel will be laid on or about forced to add extra sales people 

Sept. 1 This company, a subsid- and air conditioning sales to retail 
iary of the Todd Shipbuilding Cor- | stores and shops have just about 


poration of New York, holds 
contracts for 37 steel construction 
vessels of 9,500 gross tons each, and 
416 feet in length Although hun- 
dreds of new industrial workers are 
now employed in the construction | 
of the shipyard, it will require 4,000 
workers when the ship building pro- 
gram gets under way at this 


now covered the field. 

Houston is unique in its number 
and type of stores, and especially in 
its food stores. This city is the home 
of several large locally owned super 
markets, one of which was second 
in the nation last year and the first 
quarter of 1941 in newspaper adver- 


one tising linage. These large super 

yard. markets have been the nucleus for 
building community shopping cen- 

Os ipts G ; . 

Postal Receipts Gain ters in all parts of the city. But ir 
Smaller Houston shipyard and Spite of the many shopping centers 


boat dock operators have contracts |@nd a general program of street wid- 
for building, repairing, etc., of ening and improvements, traffic has 
barges, tugs and other marine equip- become a major problem and the 
ment. The new U. S. Navy Net | congestion on downtown streets and 
Tender YN-55 has just been finished |in downtown stores is indicative of 


in Houston by the Port Houston the increased buying power of 
Iron Works. Other firms now are | People. 
busy—and saying little, on barges, Restaurants and drive-in stands 
mine sweepers, mine layers, sub- | are another barometer of expanding 
re 
lees ¥ 
Pore 


Camp Wallace and other army posts | 


July 21, 1941 


family budgets and increased pay 
rolls. Houston is known for it 
many fine drive-in eating and cate) 
ing places in addition to its mar 
air conditioned downtown and con 
munity center restaurants. Hote 
too, are now running closer to l{ 
per cent occupancy than they ha 
since 1929. One group of the larg: 
hotels in this city is now runni: 
well over 85 per cent occupanc 
and several of the first class, m: 
dium size hotels report better th: 
90 per cent occupancy with occ: 
sional spurts up to 102 to 103 px 
cent. 
Huge Gasoline Production 

Thirty refineries in the Gulf Coa 
area adjacent to Houston produc 
25 per cent of the gasoline produc¢ 
in the United States; and these re 
fineries export more than half 
the crude oil and almost one-ha 
of the gasoline that is exported fro: 
this country. These refineries ha\ 
been expanded to a point whe: 
they now have a daily refining ca 
pacity of 1,235,000 barrels, or 450 
000,000 barrels annually. 

As petroleum and petroleum pro) 
ects are vital to the nation’s defens« 
large contracts have been place: 
with local refineries for gasolins 
toluol, fuel oil, lubricants, et 
Toluol and toluolene are basic in 
gredients for the manufacture o 
T.N.T. and both Shell Oil Compan: 
and Humble Oil & Refining Com 
pany have made the necessary ad 
ditions at their waterfront refinerie 
to produce these products. High 
test gasoline for aviation is anothe 
product that is and can be produce: 
in the Gulf Coast area. 

Another addition to Shell’s prop 
erties is the erection of a plant t 
produce Butadiene, which is 
petroleum product and the basi 
ingredient for the production o 
synthetic rubber. This plant wi! 
be in production by mid-summer o 
this year. 

Ship Building Active 

Constant improvement is bein: 
made on the Houston ship channe 
as well as the Intercoastal Canal 
The former has ample facilities fo: 
handling any ocean traffic, the lat- 
ter accommodates a large volume of 
barge service. In keeping with th« 
overflow of industrial activity 
throughout Harris and neighboring 
counties of the Gulf Coast, Harri 
County has just passed a $5,400,000 
road bond issue and other counties 
are tying into this program for nev 
road building to improve the trans- 
portation and distribution system of 
this section. 

A new tin smelter—the first in 
this county—is under construction 
at Texas City, a neighboring coastal 
city. This new activity, plus the 
overflow from the army camp build- 
ing and the expansion programs of 
the refineries in that section has 
caused a jump in Texas City popu- 
lation of 10 to 18 per cent during 
the past few months. 

An indication of the free flow of 
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July 21, 1941 ADVERTISING AGE 
BUSY SHOPPERS THRONG HOUSTON STORE Adds Four Accounts ;E ° ee SAME ee pt 
Four companies have named arnings @) —" 
Botsford, Constantine & Gardner, Parker Pen 
| Pacific Coast agency, to handle | ° Net profit for the ve; . 5 
| their advertising. The agency’s San V er 1sers Feb, - came ose one re Ce 
Francisco office will handle ac-| hess a a 
counts of the Newell-Gutradt Com- Gruen Watch Co. 
pany, soap and cleanser manufac- |G, Krueger Brewing Co. Net income for the year ending 
yee agen tigen poses Rony od Earnings for the year ending Jan. | March 31 was $903,401, compared 
which ‘initial advertising is being 31, 1941 — $159,062, compared | With $745,267 for the preceding 
started in Hawaii. The Portland | ¥'th $262,144 for the previous year. | year. 
| office has been named by J. K. Gill,| Glidden Co. Zenith Radio 
wholesale and retail books, and Ear ss fi 12 hs endi — 
Consolidated Freightways, Inc varnings for 12 months ending) Earnings for the year ending 
| | —_ | ng ro Primed $2,146,707, compared | April 30 were $1,236,438, compared 
With $2,102,335 for the preceding | with $738,083 for the vear preced- 
Two to Parker-Allston year. ‘ing. . 
The New Hampshire Fire Insur- | Greyhound Co 
|}ance Company, Manchester, N. H., Y ~ | A. & P. Tea Co. 
and the Granite State Fire Insur-|._Net profit for 12 months ending | Net income for the year ending 
ance Company, Portsmouth, N. H., March 31 was $4,992,436, compared | Feb. 28 was $18,336,618, compared 
have named Parker-Allston Associ- | With $6,665,391 for the year pre-| With $18,663,571 for the previous 
ates w Work ' > adver- | vious. year. 
Buyers armed with plenty of defense dollars invade this Weingarten supermarket aoe mew 'SOre, WO handle adver. | vow 
daily in Houston as industry booms. ‘eins Se Pullman 
| . ‘ > . . 
-_ . Earnings for 12 months ending iz F 
money in this section caused by new I t f Ti Joins bt peggrge sa _ March 31 were $7,833,504, com- | (4 Male world be a Phi 
peyrolls and overtime pay checks mpor ance o ime ; Dona d oF He ath, for the past two pared with $5,929,528 for the pre- 

f dj h eaten exnnie 3 | years production manager of Ivey ceding 12 months if he were alive today and had to 
is found in the capacity crowds in to Feature Copy ‘and Ellington, Philadelphia, has ote o a ao p. OP. 
the night clubs, taverns and amuse- been elected president of Walter Eversharp you to ane @. ‘Phone ter on ro 
ment places. Houston has opened for G-E Clocks T. Armstrong, Inc., Philadelphia) Net Joss for the year ending Feb. | sultant. 
five suburban theaters of the better typographer. 28 was $345,913, compared with a 
class within the past few months. 


Night spots are filled with spenders 
every night; and in the better clubs, 
the late comers are greeted with the 
query of 1929 boom days for the 
Southwest: “Do you have a reserva- 
tion?” 


Lennen & Mitchell Names 
Haas Media Executive 

B. Balfour Haas has been ap- 
pointed an executive in the media 
department of Lennen & Mitchell, 
New York. He was formerly ad- 
vertising manager, Wm. Jameson & 
Co., New York, and prior to that 
assistant advertising manager for 
Oldetyme Distillers, New York. 

Among the accounts to be han- 
dled by Mr. Haas is Calvert Dis- 
tillers Corporation, New York. 
Calvert’s new advertising theme, 
“The Whisky with the Happy 
Blending,” is now being introduced 
in large-space test campaigns in 
New York, Philadelphia and Boston. 


To Jacobs Market 


Seeman Brothers, New York, has 
appointed Joseph Jacobs Jewish 
Market Organization, New York, as 
advertising agency for White Rose 
food products in the Jewish field. 
The agency will also merchandise 
the Seeman campaign among inde- 
pendent retail grocers in New York. 


Cox Joins OPACS 


Dr. Reavis Cox, chairman of the | 


marketing department of the Whar- 
ton School of Finance and Com- 
merce, University of Pennsylvania, 
has been appointed assistant direc- 
tor of the civilian supply allocation 
division, Office of Price Administra- 
tion and Civilian Supply, as aide to 
Joseph L. Weiner, chief of the divi- 
sion. 


sTOCK PHOTOS 
MANN FABRY 


25°55. WABASH AVE. CHICAGO 


WRITE FOR PHOTO LIBRARY 
OF 2000 SUBJECTS 


New York, July’ 15.—Calling 
attention to the quickening tempo 
of life in the 
General Electric Company next fall 
will launch a magazine campaign 
featuring the importance of time 
for its new line of clocks, described 
as the “most comprehensive” ever 
offered by the company. 

Among the new models are a 
variety of alarm clocks and kitchen 
clocks in the lower price ranges, 
and Westminster chime clocks in 
the higher price brackets. 

Copy, breaking in the Sept. 9 
issue of Look, will feature such 
headlines as “When Every Minute 
Counts! These busier days call for 
General Electric clocks!” and will 
represent time an all-important 
element for workers, housewives 
and school children. In line with 
the national emergency, factory 
workers in one insertion will be 
described as “Minute Men of ‘41.” 


as 


Research Backs Photos 


Illustrations will be contined 
exclusively to photographs of the 
new clocks as a result of research 
by G-E which revealed that direct 
representations of the models serve 


as the best attention-getter for 


clock advertising, in preference to | 


copy which subordinates the clocks 


to illustrations of personalities, for | 


| example. 

A total of six half-page 
full page insertions are scheduled 
for Look in addition to a full page 


in The Saturday Evening Post. The 
campaign will continue’ through 
December. Maxon, Ine., is the 
agency. 


Olmsted eateatadl 


Ward H. Olmsted, president of 
Olmsted-Hewitt, Inc., Minneapolis, 


has been reelected president of the | 


Northwest 
Agencies. 
were’ E, 


Council 
Other 


of Advertising 
officers elected 
J. McGuire, McGuire 
Agency, St. Paul, vice-president; 
C. L. Greenwood, Knox Reeves Ad- 
vertising, Inc., Minneapolis, secre- 
tary; and Allan L. Firestone, Fire- 
stone Advertising Agency, St. Paul, 
treasurer. 


Swift Pushes Pard 


in Ontario Drive 

A 13-week, small-space 
paper campaign being 
i two Ontario centers in 
regular magazine 
Pard dog food, 
uct. At the 
color broadside 
all dog license 
cities. 

The account of Swift Canadian 
Company, Ltd., is handled by the 
Toronto office of J. Walter Thomp- 
son Company. 


news- 
used in 
addition to 
advertising for 
a Swift & Co. prod- 
same time a four- 
being mailed to 
holders in both 


1S 


1S 


Agrees to , Copy Change 


Benson & Hedges, New York, 
entered into a stipulation with the 
Federal Trade Commission to dis- 
continue using the term “non-nico- 
tine” to describe mouthpieces of its 
|cigarets. The stipulation provides 
| for this term to be dropped in order 
|to cease conveying the impression 
that the mouthpieces have the effect 
of either denicotinizing the tobacco 
or appreciably removing the nicotine 


| from the smoke. 


current emergency, 


and one | 


has | 


‘Gaitiieins taanes Leaves L & T 


| Fred Ludekens, for the past 10 
years art director of Lord & Thomas, 
New York, has resigned to resume 
| free lance work. 


net loss of $12,078 for 
| ing year. 


Rudolph Wurlitzer Co. 


Net 


March 


income for 


the year 


31 was $1,107,310, 


the preced- 


ending 
compared 


ROJO-LITH Co. 


201 N. WELLS ST. CHICAGO 
DEA. 8SS7 +: HEM. 2211. 


| 


| 
| 


Z 


| 
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Especially when that newspaper finds its leadership 
INCREASING from year to year. (During the first six 
months of 1941, for instance, The Houston Chronicle 
GAINED 330,918 lines of Local Advertising, while 


Don’t take our word for it—ask our customers! When 
for 28 consecutive years—year after year—a newspaper 
leads in Local, Classified, National and Total Advertis- 


ing—you can believe that newspaper does a selling job. 


the second paper LOST 57,624 lines, and the third paper LOST 201,208 


, 
lines.) 


Among newspapers, The Chronicle is like Houston among cities— it's a 


GOOD newspaper that’s getting BETTER all the time. 


Among cities, Houston has been a standout market for 


years—long before defense spending. Defense spending 
is simply “‘gilding the lily”’ 


in Houston's case—but what 


a gilding it’s getting! Pay rolls are up 24% over a year 
ago in this NORMALLY far-above-average market! 


NORMALLY Houston buys more than any other 
Southern city (1940 U. S. Census of Business). 
take advantage of the SUPER-MARKET that Hous- 
ton, as a standout defense center, offers you NOW— 
and to build acceptance for your product AFTER 
Houston returns to its NORMAL above-average fol- 
lowing the emergency—Use The Houston Chronicle. 


job alone! 


R. W. McCARTHY 


National Advertising Manager 


THE BRANHAM COMPANY 


Notional Representatives 


THEHOUSTIONICHRONICLE 


To 
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Art Club Elect Wells 

Sidney Wells of McCann-Erick- 
son has been elected president of 
the Art Directors Club of Chicago 
for the coming year. Other officers 
named are Harvey Olson, Needham, 
Louis & Brorby, vice-president; 
Malcolm Jennings, Hays - McFar- 
land, second vice-president; Wilbur 
Smart, Buchen Company, secretary; 
and John S. Brookes, Brookes & 
Sons Company, treasurer. 


Erects New Transmitter 


The Buffalo Broadcasting Cor- 
poration, Buffalo, N. Y., has begun 
erection of a new transmitter for 
Stations WGR and WKBW on a 
tract near Buffalo. When the trans- 
mitter facilities are placed in use, 
WGR will carry CBS programs, and 
WKBW Mutual programs. 


New Heads for Bank 

I. F. Freiberger, a director of the 
Cleveland Trust Company, Cleve- 
land, since 1939, has been named to 
the newly-created office of chair- 
man of the board. Simultaneously, 
George Gund, a director since 1937, 
was elected president. 


Joins West-Marquis 


Victor Armstrong, formerly ad- 
vertising production manager of 
Knox Company, Hollywood, has 


been named production manager for 
West-Marquis, Inc., Los Angeles. 


NAB Offers U. S. 
All Time Needed 
for Defense Drive 


Washington, D. C., July 15.— 
Government agencies engaged 
promoting the national defense pro- 
gram can have all the free 
time they need, insofar as the Na- 
tional Association of Broadcasters 
is concerned. 

The NAB executive committee, 
meeting here this week, clarified its 
position on radio promotion of de- 
fense by declaring that “the pur- 
chase of time by defense agencies 
might tend to restrict rather than 
enhance the most effective utiliza- 
tion of broadcasting during the 
present emergency. ‘Therefore we 
wish at this time to reaffirm the 
industry’s desire to continue its 


present practice of making its fa- | 


cilities available at no cost to gov- 


ernment agencies engaged in pro- 
moting the national defense pro- 
gram.” 


The committee also suggested that 
all cooperating stations make an 
announcement once each day that 
all government defense programs 
are being broadcast without charge. 
The NAB group took action on the 
subject as a result of the Navy re- 


| ten, 


in | 


radio | 


cruiting campaign, which is now in 


progress on a test basis in weekly 
newspapers in the Midwest. 
Barton, 
New York, is handling the drive. 

Because many stations 


Bat- | 
Durstine & Osborn, | 


anxious | 


te cooperate in the defense program | 


are unable to ineet the demands of 
all defense agencies for free time 
without completely disrupting their 
regular service, the NAB defense 


committee has recommended a pri- | 


ority order for granting of such re- 
quests. 

The suggested priority order: 1. 
enlistment of man power for armed 
services and defense 
defense financing, such as defense 
bond and stamp promotion; 3. mo- 
rale building; 4. activities of gov- 
ernment agencies not primarily 
connected with defense. 


Clark to Brown & Thomas 

James Clark, formerly on the art 
staff of Lennen & Mitchell, New 
York, has been named associate art 
director of Brown & Thomas Ad- 
vertising Corporation, New York. 


Kelleher Joins World 


Thomas M. Kelleher, formerly 
with Noee, Rothenburg & Jann, has 


joined the sales department of 
World Broadcasting System, New 
York. 


Portrait of a GOOD Newspaper 


paper. 


Portland's Afternoon N 
: PORTLAND, OREGON 


_-« REYNOLDS-FITZGERALD, Inc., National Representatives: 
New York, Chicage, Philadelphia, Detroit, San Franciece, Los Angeles, Seattle 


*A good newspaper prints the 
news without fear or favor. It puts 
public interest above private interest 
even above the private interest of its 
owners, The Journal is a good news- 


industries; 2. | 


Getting Personal 


Clarence Francis, president of General Foods, has announced th; 
engagement of his daughter, Barbara, to Lieut. Wesslau G. Wright 
son of Charles G. Wright, v.p. of Federal Advertising Agency. Lieut 
Wright is serving Uncle Sam at Fort Meade, Md... 

Ted Patrick, associate copy director at Y&R, and Mrs. Patrick 
recently played hosts to Mrs. Douglas Brooks and Miss Helen Hoff 
man, the twins who authored “We Married an Englishman” and “Oy 
Arabian Nights,” at Seaview, the Patrick summer home in Quoguc 
L. I. The Hoffman twins have been appearing at social function 
to talk about their adventures in Irak for the benefit of the British 
War Relief... 

Bob McQuiston, promotion manager of the McG-H mining pub- 
lications, lost his appendix recently and is recovering at the Post- 
Graduate Hospital. . . 

Add circulation managers who are out of circulation: Dawson C. 
Glover of Golf who is now the husband of Katherine Deere Wiman 
Mrs. Glover appeared last winter in “Charley’s Aunt.” . . 

An ingenious promotion stunt, the brainchild of Harold C. Burke, 
manager of Station WBAL, Baltimore, is clicking with agency time 
buyers these days. To celebrate full time, 50,000 watts and affilia- 
tion with the NBC Red network, bartenders in Longchamps restau- 
rants, New York, the Wrigley restaurant, Chicago, and the Ben 
Franklin Hotel, _ 

Phila d elphia, 
have been au- 
thorized to serve 
two “WBAL-50,- 
000 watt” cock- 
tails to holders of 
guest cards dis- @ 
tributed by the 
station. .. ro of 

Joe Coppo will . 
take time off 
from traffic man- 
aging at Ber- 
mingham, Castle- 
man & Pierce in 
the fall to marry 


PUBLISHER ENTERTAINS FLYERS 
yar 
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Eugenia. Dorothy ; : \ 

Chrystal, another ’ 

Brooklynite. 

Donald H. Park- Guests and host at a Washington, D. C. reception honoring 
er, v.p. and sec- Col. Robert Olds, commander of the Army Air Corps ferry- 
retary of Need- ing command, were these four (left to right): Major Charles 
ham & Groh- W. Kerwood of the Air Corps; Jacqueline Cochran, aviatrix; 
mann. has to William B. Ziff, president of Ziff-Davis Publishing Company; 


and Lt. Col. Harold E. Hartney of the Air Corps. 
gave the reception. 


sprint for a train Mr. Ziff 
mornings now 
that he’s moved 
to Westport, Conn... . 

Passing through Arizona on his way to California for a vacation, 
Barry T. Rumple, NBC’s chief statistician, had a brainstorm. As a 
result, Mary Zostant, Barry’s secretary, a few days later received 
a package containing a horned toad. It won't eat statistics so Mary’s 
trying to lure some grasshoppers into the office. . . 

On the very morning of his daughter’s birth, Larry Hicks, a.m. of 
Blue Swan Mills, started passing out cigars with bands inscribed 
with the new arrival’s name. Recipients who expressed surprise 
that Larry should have known what the stork would bring weren't 
aware that he had had two sets of cigar bands made—one with a 
boy’s name and another with a girl’s. . . 

M. J. Tennes, Jr., president, Shafer Bearing Corporation, Chicago, 
has entered active service as captain in the U. S. Army Air Corps 
and is permanently stationed at the Air Corps Advanced Flying 
School, Phoenix, Ariz. During his absence the company will be 
under the direction of John F. Ditzell, vice-president and genl. mgr 

. Franklin M. Doolittle, gm. WDRC, Hartford, has been named a 
member of the intercommunications committee of the Connecticut 
State Defense Council, recently set up by Governor Hurley. . . 

Carl Thieme, Jr., advertising and sales prom. mgr., North Jersey 
Paper Co., Saddle River, N. J., and Ruth L. Minker, Belleville, N. J 
have announced their intentions to wed... Jules J. Bundgus, who | 
with the Hollywood office of Benton & Bowles, will be married lat: 
this summer to Miss Nancy P. Gottfried, Nutley, N. J., daughter 0! 
the late George M. Gottfried, who was v.p. of the Continental Bak 
ing Co... 

Cockfield, Brown & Co., Montreal, ad agency, set a new peak 
service the other day when the river liner, “S. S. Rapid Prince,” 
its client, Canada Steamship Lines, went aground in Lachine rap) 
near Montreal, with 200 passengers aboard. An arduous night 
the interests of the client was spent by H. E. Kidd, creative direct 
on the account, who was aboard the vessel, and F. W. Gross, accou"'! 
executive, who was ashore nearby. . . 

Talbot Johns, BBDO, Minneapolis, wrote a moose call into 
Minneapolis Brewing Company’s “Friendly Tavern” radio script 
July 4 and when WCCO’s sound effects dept. couldn't create the « 
Johns himself played moose for the evening. Talbot attributed 
ability to the fact that he practically mothered a moose calf at Lake 
of the Woods during his 1940 vacation, imitating the call so perfec’ y 
that the little moose stayed around camp during John’s entire \ . 
a 

L. J. Doyle, Des Moines Register & Tribune advertising counsé 
reported for active duty July 17 as a first lieut. with the U. S d 
artillery at March Field, Riverside, Cal. A 7,500 mile rail i 
motor trip of six weeks’ duration by Roy S. Frothingham, pres., F:°'S 
Consolidated, market research organization, San Francisco, and *'rs. 
Dorothy Corey Frothingham, megr., Los Angeles office, not ly 
allowed them to make many business contacts throughout the cou: “'Y 
but also gave them time for many visits with friends and relativ« 

Walter Neisser, secretary and sales mgr., Wyler & Co., Ch s 
is on a two-week business jaunt through the East. . Bill Ne'-on, 
son of Edward Nelson, time buyer, Wade Advertising Agency, 
cago, has joined the promotion dept. of WLS, Chicago. . . 

Capt. Thomas G. Beebe, on the national advertising staff o the 


New York News for 15 years, has been granted a leave of al ce 
to enter active military service at Ft. Ethan Allen, Vermont... 4!/a0 
Jackson, v.p., Standard Oil Company of Indiana, has retired ter 
nearly 45 years with the company... 

Robert J. Chambers, McCann-Erickson, Cleveland, is now |! ng 
his ADVERTISING AcE addressed to Lt. Comdr. Robert J. Cham er 


U. S. S. Miantonomah, c/o Postmaster, New York, N. Y.. . 
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what more expensive than water | plants and tank trucks would have | conservation of use. With such a 
The Business Digest transportation, more thought should to be promptly replaced by coal | cooperative program carried into 
be given to the inland waterways yards and coal trucks. effect, Mr. Steiner believes the oil 
PO a Bo retain cenrsnsien|ant oes meee bo alee oe eer me 
. ubstantiating his contention ment in its move to reduce fuel oi] | shé - 
Reported by the B ess Press that the use of fuel oil should be consumption, the Oil Burner Insti- | duction of 15 per cent. 
a Edited by RALPH O. McGRAW increased instead of curtailed as tute has launched a campaign Mr. Steiner calls attention to the 
, ’ ; an emergency measure, Mr. Steiner through its membership of oil bur- fact that with the increased produc- 
Mechanical Engineering? movement through inland water- offers data to show that its replace- | ner manufacturers and their deal- | tion of gasoline for defense, greater 
: seems that there has been some | Ways eastward _ far as possible, ment by either coal or gas would ers, encompassing (1) a war on Quantities of fuel oil are available 
dificulty in defining the function Probably to _ Pittsburgh, supple- place serious burdens on railway waste; (2) an effort to bring pos- @S a byproduct, Which is a reason 
generally known as “mechanical mented by pipe line for the re- transportation facilities for move-  sibly 2,000,000 oil burner installa- for the expansion of fuel oil use. 
enzineering” and when the Civil; maining distance. Congress has| ment of the additional coal, and tions up to present-day operating 
Service Commission asked the already passed legislation toward the construction of vast new natural efficiencies; (3) installation of all ies 
American Society of Mechanical| expanding pipe line construction distribution 75% 


Er gineering for a definition it put|for the entire distance, and rapid 


a ommittee to work to draft one.| strides may be expected in the 
It was not an easy job because laying of new pipe lines almost im- 
emphasis was laid by some engi-| mediately, the writer points out. 
necrs On one factor, and by others | He suggests, however, that because 
on another, and because the defini- pipe line transportation is some- 


tions ranged from generalities to 


gas systems. As an 
example, to replace all fuel oil con- 
sumption in New England, the rail- 


roads would have to more than 
double their coal traffic into that 
region. And in addition, the exist- 


ing distributing channels of bulk 


new burners in strict conformance 
with the Bureau of Standards com- 
mercial standard CS 75-39: (4) im- 
provement of building insulation, 
weatherstripping, etc., to save fuel: 
(5) cooperation with other branches 


of the petroleum industry: and (6) | 


MORE READABLE 
Artkraft's Exclusive Porcel- 
M-Bos'd Letters 


ty ARTK 


SIGN CO, LIMA, OHIO 


detailed specifications of fields and 
duties, agreement on any particular 
wording seemed hopeless. 

tut of the confusion of thought, 
however, the committee prepared a 
definition which it submitted to the 
ASME Council which approved it 
but did not adopt it, and ordered it 
printed for comment by members. | 
The June issue of Mechanical Engi- | 

ering published it as follows: 

Mechanical engineering com- 
prises the art and science of power | 
generation, the transmission of 
and transportation by me- 
chanical devices; of the production 
ef machinery, tools, and their 
utilization; and it includes research, 
design, development, application, 
and the management functions of 
organization, operation, mainte- 
nance, and marketing.” 

Hence it would follow, says the 
publication, that “the mechanical 
engineer is one who practices the 
art and science of power genera- 
tion, the transmission of power, 
and transportation by mechanical 
devices; of the production of ma- 
chinery, tools, and their utilization; 
and including research, design, 
development, application, and the 
management functions of organiza- 
tion, operation, maintenance, and 


pow er, 


Advocates Expansion 
of Fuel Oil Use 

Despite widespread reports of a 
threatened shortage of fuel oil, espe- 
cially on the Eastern seaboard, as a 
result of the recent transfer of 50 
tankers to Britain, Kalman Steiner, 
an authority on oil heating, asserts 
in the July Heating, Piping and Air 
Conditioning that the use of oil 
as fuel should be expanded, rather 


than curtailed, especially in the 
Midwest. Transfer of the 50 tank- 
ers reduces the available marine 


transportation facilities for oil by 
15 per cent, and this, Mr. Steiner 
points out, makes the problem one 
of transportation rather than one of 
supply, and a localized one at that. 
The problem of shortage of fuel oil 
has been one created mainly by 
newspaper headlines, he declares. 
To relieve the local situation, Mr. 
Steiner offers two alternatives: pipe 
lines extending from the Southwest 
to the Atlantic Coast, and barge 


MAIN OFFICES 
N RAPIDS, WISCONSIN 


; EPRESENTED BY ES 
_ BRANHAM COMPANY 
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i aa 


appearance when its circulation 
thousands the first year. 


success . . . and at that time 


"The ultimate 
dramatic revolutions in the art of pri 
and Iloe devel ped the re tary pre ae 
and glaze fine paper at the 


hich ren year a brintin vb 
ui ¢ d yes od » f MNiIneg ¢€ } 


an ever-increasing tonnage of 


ever before in its history. 


The fame of Consolidated Coate 
As the knowledge of their en: 
amazing cconomy became knowr 
by leaps and bounds. Today this 


has made CONSOLIDATED THE WORLD’S LARG- 
COATED BOOK 


EST PRODUCER OF 


ONSOLIDATED WATER POWER & PAPER COMPANY 


mountable coated paper problem . 


unheard-o| 


LIFE regularly uses more Consolidated Coated Paper than 


WHAT BESSEMER 


necessarily limited. 


Consolidaled vii Fuens 


AT UNCOATED PAPER PRICES 


Consider the paper problem faced by LIFE in its early d 
launch a magazine of breath-taking interest and beauty 


began to soar 


Then the problem of paper became vital. Only coated paper could insure the high- 
quality printing which had played such an important part in LIFE’s spectacular 
FOUR YEARS AGO 
price for coated papers made prohibitive the regular use of such stock for 
magazines of immense circulation. 


LIFE turned to the papermakers of America, and from Consolidated Water 
Power & Paper Company came ihe solution of LIFE's apparently insur- 
. As the result, LIFE then placed with 
Consolidated the largest coated paper contract ever made. In a letter 
written August, 1937, to charter subscribers Roy Larsen, the publisher, said: 


solution of LIFE's production problem will complete one of the most 


nting since Gutenhere invented movable t 
’ 

. this vevolution is makine it p ssthle 
speed of 700 feet a minut 

ml 


rt pronowus il imp if 
c ‘ / erieca ‘} / ce 


Thus, back in 1937, Consolidated Coated Papers received un- 
paralleled approval from this great publishing house. As LIFE’s 
circulation continued up, soaring over the three million mark, 


paper was needed. Today 


d Papers quickly spread. 
umel-surface quality and 
1, the demand increased 
ever-increasing demand 


PAPER. 


SALES OFFICES 


CONSOLIDATED DID FOR PAPER 


Not many years ago the use of steel was 
Because 
thousands of manufacturers were forced to 
use other materials. Then Bessemer produced 
steel at a price any user could afford. 


A similar high-cost situation limited the 
use of coated book paper until Consolidated 
perfected a line of coated papers at un- 
ope coated prices, which made their use practical 
oleate for most every purpose. 


the traditional high 


y/ 
fo coal 
d goal 


DID FOR STEEL 


of its cost, 


ays! Its publishers were determined to 
. but LIFE had barely made its 

. racing from a few thousands to hundreds of 
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First National Hookup = AFRA, MBS Sign JULY ADVERTISING LINAGE IN FARM PAPER 
j i | ‘o ercis rhe Commercial Display 
For Mexican Stations P E i a ludi vs Pour one Display lacleding Pesitrs and Dis 
The first Mexican coast to coast act, nding Livestock re 1941 oo ns i941 
network has been launched under 4 Pag te nes P Sean tae “8 ian Lines Pages Lines Pages Lines I ines 
the leadership of Emilio Azcarraga,| Strike Threats ciao : ! | eatin tee 
owner of Station XEW, Mexico City. | tAmerican Poultry Journal American Agriculturist 15.7 11,434 15.5 11,275 10,074 
The initial show over the hookup New York, July 15.—Following | «j.::6r rruit é 1 » 1,654 1 654 | Arizona Farmer 21.9 16,575 19.1 as ane 3 + 
. “ah ’ . ’ . . Tor : > P 9 5.693 25.6 9.35 »,6 
was Grant Advertising’s ‘“Pallilo” | the settlement of differences be- | threeder’s Gazette Ne agg St elena 38 + 011 166 12.784 12.614 
program, in behalf of Embajadores|tween Station WKRC, Cincinnati, paccaeas og —— i : os. - + ion 6% od pe |\Farmer, The 
: T ati - | : " : Capper’s Farmer 7.0 563 6 4 .530 177 : - , 7 s , s Ee . 
cigarets. Ten Mexican stations car-|and the American Federation Of | country Gentleman ... 31.7. 21,377 31.7 21,587 21,462 21,476) General Ratton -... 18 Thess lee iets 13966 
‘ie . "(ys ‘ thic rac | : . . wnal-4 —— = stabs ™ secs - . ——— = . Ca edition 758 23 67 966 
ried the broadcast, which WaS | Radio Artists, Mutual Broadcasting | saklectricity on The asain Waennet *** 549 11.267 18.1 13,656 11.267 
supervised by Grant Ss new produc- 'System today continued to service Farm 4.8 130 «5.9 «1,404 3,130 1,404|) Indiana Farmer's Guide 7.9 6,182 8.1 6 345 790 
tion manager, L. G. (Bucky) Harris, all its affiliate ith t a break i Farm and Ranch 12.2 4,189 10.1 7,624 8,372 7,318 |'Kansas Farmer 13.8 10,491 14.4 10,948 10 197 
formerly assistant production man- Bi NS SENATES WIHOUL & OTSSK Ml! varm Journal & | Michigan Farmer 16.1 12,329 13.4 10,472 10 62s 
: “Opri re ; = S80 3 ,175 t 8.806 ¢ ) 
ager of the National Broadcasting | Program operations. Farmer's Wife 21.3 9155 27.5 11,804 9,033 11,666) Missour! Rutaliet sa? antes gue aneea S007 1 
; a direct res > - | *Flori« jrowe 5 062,353 «6.2 8,562 35 S68 oe a a es asacn ae aa Sa mae 
Company, Chicago. | Asa dit ect result of the WKRC a lorida pe wer Maz ¥ 2 am : ; aan ° nn ; aa |$Average Four Editions 17.2 12,519 27.0 19,634 12,016 1 
ae AFRA dispute, Mutual yesterday | ‘Meester Farmer ae a a ee °0° | iNew England Home- 
" . us . . . t FRA | *Iidaho Granger 5 964 4.3 4,718 », 964 4,718 stead 12.3 8.595 14.4 10.050 7.209 
Enquirer’ Appoints signed an agreement with A "Kentucky Farmers l:ohio Farmer 13.0 9,999 17.3 13.311 9534 1 
Stc } t Ww st B ‘k} art In . which will prevent the network Home Journal i) 429 4.9 3,87 °11 3,560 | Oregon Farmer 14.6 11.052 18.¢ 14.056 11.052 ‘ 
~., aC % on, est, ul lart, : c., | from becoming involved in labor- | *Michigan Farm News 14 838 2.2 4,44! 2,838 4,445 ‘Pacific Rural Press os eas aon 
Cincinnati, has been appointed | > ; ; | National Livestock Northern Edition 8.4 6,356 ; 1,783 3,356 
advertising counsel for the Cincin- talent disagreements of its affiliated iis 4 _ 7 1.519 1.961 1.421 | Southern Edition 20 1.494 1.9 1,402 1.485 , 
« : : | os ‘ sauce J “<< ~ ole % - > , 9 ¢ °q ¢ »9 57 7 ” 
nati Enquirer stations. During the 17-day strike tNation’s Agriculture 3 | I tn My Paes er 16 ; 3 733 20 ; Hehe t ase 1 
eatin |against WKRC, AFRA had threat- | *New Jersey Farm ‘Prairie Farmer 
, ‘ tyes agninet ¢ & Garden 13.8 6,198 14.1 ¢ ’ 252 146) Th. & Ind. Editions. 11.8 8,600 15.8 11,936 8,152 11 
s one > s i st a -¢ ; : ‘ 
Jennings to Halpert Art jones poly we 2 — . = tPoultry Tribune ‘Rural New Yorker 10.7 8,398 12.9 10,101 6,188 6 
‘ : programs fed by Mutual to its af- anetien, ii \Wallaces’ Farmer 16.7 13,098 25.0 19.607 11,863 16 
Merwin W. Jennings, formerly on filiate pee ” ea 1 1 7 - Washington Farmer 15.0 11,336 18.7 14,173 11,336 14, 
» sales staff of Bernbach & Smith ' Carolina-Va. Edition. 1 8.183 12.7 | 942% 8,09 %.208 liwisconsin Agriculturist 9.3 7,303 16.4 12,831 6,505 11 
es --~ ug 4 f B . yr Hal ert | The pact between Mutual and | Georgia-Ala Edition. 11.1 8.109 12.7 9,2 8,033 9,220 | pao pobed pict 
Art St t N _ York. ay ilar |AFRA provides that the union, in| Kenmtucky-Tenn. Fa’n 10.8 7.866 12.1 8,80 7.950  S.R16 Total Group 044.687 O88 425 229.464 26 
r afl, ew ork, 1n a Sl : . 4 | Mississippi Editio: 11.3 8,221 12.8 9,297 8,191 9,297 
‘capacity. attempting to consummate a collec- Texas Edition 12 9,110 12.2 8,905 8,965 8,905 Weeklice—June ‘ ‘ > 
| tive bargaining agreement with a In all Editions 9.7 7.026 11.3 8,196 7,010 8,196 a - too 3.1 6,934 , Swe : i 
/Mutual affiliate, will not. strike|_ orto Reitions 11.4 — 12.5 9,110 8.226 9,089 oo » ee" 67 4nse 68 «(4.961 mee 2 
: . . Southe rriculturist 6.3 .387 7.5 5,27 387 5,27 =the? gy a actbadiel Ai ’ 7 
against any commercial or sustain-| ci ii¢ners Pinnter.._ ce hie 42 aie ae 5.271 | Washington Grange ae 
: : ; i 9,6 ro 4 68 9,296 oe weer 16.1 17,374 20.7 22,512 7,374 22 
ing program transmitted by the | successful Farming 17.5 7,887 24.3 10,929 7,831 10,880 ween ee * cee ; : 
network providing the outlet agrees , ; . Star Missouri Edition 3.7 9,244 5.0 12,358 7,163 10 
, | ; : : Total Group 52,917 51,55 9,263 159,105 - - 
/to arbitration of its local negotia- gin fal . 2O1,55¢ 149,263 159,109 * gre ond Shane a 
'tions. Where the affiliate refuses |  Monthties—June — ane oo 
— ‘3 «a : . ; a lef free ‘ te American Fruit Grower 23.9 10,750 218 9,821 10,750 9,821 Dailies—June 
arbitration, AFRA is left free tO} Arkansas Farrfre: 8.7 2,765 3.8 2,863 2,765 2,863) *Chicago Daily Drovers 
strike. Arbitration will determine | Wyeming Stockman- pe Pre 1 2,664 13.9 29,497 27,398 2 
all matters in dispute. The agree-| "#™™e o's ‘.2 1.0 3,596 3,537 400] *Kansas City Daily 
| . “er , , i “— - Drovers Telegram 14.2 33,28 13.6 28,907 30,198 24,7 
he remains in effect until Nov. | Total Group 17,248 16,280 17,052 16,084| ‘Omaha Daily Journal- ‘ 14.0 29.755 1 
A 1, 1943. 7 . : Stockman .......+:. 7 7,337 4. 29,755 2,816 2 
“ae a dune *St. Louis Daily Live 
; | ——_—————_ - — irange 7 :; Stock Reporter 11.6 24,62¢ 18.0 S311 20.848 
: NOWS 9.0 20,468 6.0 7,220 20,468 17,220 
| Lowans Joins Bruck Farmer-Stockman 13.6 10,270 14.9 11,236 10,190 11,149 Total Group 127.912 126,470 111.259 105 
| Lillian Lowans has joined the | ence ee ” " i Ele gla ed el pubtiel 
> ae ‘y feeer EY pte aes issouri Farmer t 759 «5.9 = 4,637 «= 4,691 4,525 “igures mnishes sublisher 
copy staff of Franklin Bruck Adver-| \yontana Farme: 15.4 11,649 16.7 12,608 11.187 12116] Combined with August 
tising Corporation, New York. She *Oregon Grange Bulletin 14.9 15,694 14.9 15.722 15,694 15.722 a1l940 format 238 lines to page 1941 format 7 lines to pag 
was formerly with McKee & Al-| Utah Farmer 10.3 7.758 9.0 6,787 7.566 6.602| 280 238 line pages ' 
| » ; . + & Rubic: N >| Western Farm Life 4 18.995 15.9 12.468 we ns 24 Issues 1941 Issues 1940 
| York. and Young & Rubicam, New | i ‘ : 9 12,465 10,879 9,485] Not included in total 
York | rat ny die ~eneeag 12 Issues 1941, Issues 1940 All other eeklies publ 
When you use the | j Total Group 163,898 91,921 93,530 86)864 , 
weve eue 3,89 2 3,52 ; two editions both years 


MIDWEST 
FARM PAPERS 


...+ you get almost TWICE the farm 
coverage of the average National 
farm paper in the Midwest, and at al- 
most TWICE the subscription price. 


@ Prairie Farmer @ Nebraska Farmer 
@ Waliaces Farmer & towa Homestead 
@ Wisconsin Agriculturist & Farmer 
@ The Farmer, St. Paul 


aan — 
Names Adrian Bauer 

H. Lissner Company, New York 
sport slacks maker, has appointed 
Adrian Bauer Advertising Agency, 
New York, to handle its advertising. 


Buys Wisconsin Weekly 

Ray Breitweiser, former publisher 
of the Daily Dispatch, Clay Center, 
Kas., has purchased the weekly 
|News, Fort Atkinson, Wis. 
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The greatest city coverage 


of any 


newspaper in the 


U.S.--completely dominat- 


ing the 
richest 


best market in the 
state in the union. 


Sells Central New York at One Low Cost 
THE SYRACUSE 


HERALD-JOURNAL 


ASK YOUR PAUL BLOCK REPRESENTATIVE 


Pade. Fa ones 


Group Insurance P arm Linage 
Copy Discusses Comparisons 
Employe Relations Are Varied 


Hartford, Conn., July 16.— With Chicago, July 17.—A variety of 
selling copy conspicuous by its ab-| gains and losses is represented in 
sence, Connecticut General Life In-| the farm paper linage scores for 
surance Company will sponsor a|June compared with the month a 
series of columns on employe re-| year ago, according to an analysis 
lations contributed by independent | based on figures of the Publishers 
observers, in a new campaign for | Information Bureau and those com- 
its “protected pay envelope” plan of piled by ApDvVERTISING AGE. 


|group insurance. Contributors to} June monthly farm papers scored 
the column, which will appear inja gain of 5.9 per cent while the 
| Business Week and Time, will be| June semi-monthlies were zooming 
|“known authorities on the subject” 
land have full freedom to express 
their views without implication that 
jthey are in any way endorsing 
|either group insurance or Connecti- 
cut General's plan. 

Initial copy, written by Col. Wil- 
lard Chevalier, publisher of Busi- 
| ness Week, discusses employe rela- 
| tions as a basis for good public rela- 
tions. A footnote by Connecticut 


13 per cent. July monthlies, how- 
ever, showed a loss of 5.3 per cent. 

June bi-weeklies showed a lin- 
/age loss of 15.2 per cent and June 
| weeklies slid off 20.7 per cent. June 
daily farm papers scored a 1.1 per 
cent gain. 


“American Boy” Quits 
American Boy, Detroit, has sus- 
‘General states that the column is — ggg with > July- 
| published “as a matter of interest to | SUSUSt Issue. ErICES Sey Wes 
|both employer and employe,” and | founded in 1827, and | absorbed 
— : Ath Youth’s Companion in 1929. Efforts 
| suggests its protected pay envelope | are being made by the magazine 
plan of group insurance benefits as|to fulfill subscriptions with some 
|“a powerful aid to better employer- | other publication. 


,}employe relations.” — 
The series will be thoroughly 
promoted both inside and outside To Carter-Owens 
the company organization with Standard Painters Supply Com- 
broadsides, reprints and display | pany, Kansas City, has named Car- 
cards, to be followed later by a|ter-Owens Advertising Agency, 
Kansas City, Kan., to direct adver- 


reproduction of the complete series | 
in reference booklet form. Edward 
W. Robotham & Co. is the agency 


tising. Business and direct 


mail will be used. 


papers 


“Sports Afield” Boosts 
Circulation Guarantee 


Sports Afield has announced a: 
increase in its circulation guarante: 
from 250,000 to 325,000 and a re 
duction in its basic rate from $3.50 
to $3.08 per page per thousand. 

The new advertising rates are 
$1,000 a page, $345 a column, $35 
an inch and $2.50 a line. 


Granget . . 
- Bulletun, a nn 
News, Idaho 7 ,. Hit 


. ' 
der—one campa a 


PACIFIC GRANGE FARM GROUP 


Mills Building, San Francisco - 
Representatives 
1.Wm. Hastie, N.Y. + F.E.M.Cole & Son, 
___ Duncan A. Scott, Pacific Coast 


‘Forms Own Company 


J. Dennis Molnar, formerly radio 
|}commercial writer with Blackett- 
| Sample - Hummert, New York, has 
|formed Dennis Molnar & Co., New 
| York, advertising consultants, with| | 
| Offices at 342 Madison avenue. 


Joins Roberts & Reimers 

Teresa Roberts has been ap- 
pointed to direct accounts in the 
| educational field at Roberts & Rei- 
_mers, New York. She was formerly 
|with Needham & Grohmann, New 
York, in a similar capacity. 


Announces Wine Week 


Wine Institute, San Francisco, has 
set Oct. 12-19 as the date for the 
|}third annual Wine Week. An ex- | 
tended program of advertising and 


oHARTFORD 


America’s Test City 


Generai Offices: 54 Pratt St., 


Hartford, Conn. 


|merchandising is planned for this 
| year. 
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“Advertising Age 


Zoomtown Wichita is going places— 
and Station KFH is going places with 
it! With hundreds of millions of dollars 
in airplane contracts, a bumper wheat 
crop, a man-sized building boom and 
a big increase in population pushing 
Wichita into the marketing spotlight, 
this up-and-coming radio station has a 
message with cash-register appeal for 
every advertising executive. 

“It is easy to figure out why we keep 
pounding away in Advertising Age,” 
says Clark A. Luther, national sales 
and promotion manager of Wichita’s 
CBS affiliate. “I have noticed it on the 
desks of most of the important people 
I have contacted regularly for the past 
half dozen years or more. I also see 
the Market Data Book within easy 
reach in the same places. We use it 
ourselves to extremely good advan- 
tage. 

“We expect to stay with you regu- 
larly because we are convinced we 
can spread this gospel about the Wich- 
ita market quicker and cheaper and 
farther in Advertising Age.” 

Are you filled with the evangelistic 
spirit when it comes to converting un- 
believers to the market and media gos- 
pel you are preaching? Then you can 
find no better pulpit from which to ad- 
dress the national advertising aud- 
ience than the pages of Advertising 
Age. Keep pounding away, as Clark 
Luther does—and watch repentant 
brothers hit the sawdust trail! 


THE NATIONAL NEWSPAPER OF ADVERTISING 


100 East Ohio St., Chicago 


SAN FRANCISCO 
Russ Building 


330 W. 42nd St., New York 


LOS ANGELES 
Garfield Building 
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“Mirror” Wins Hearst 


Hooper Ratings 
Photographic Award 


ver Put Bob Hope 


For the second consecutive 
the New York Mirror has been « ° Y 
awarded the Hearst management Fifth in N. 6 


trophy for the best illustrated 


newspaper in that organization. New York, July 16.—While Bob 


In addition to the top prize Hope and Walter Winchell are tied 
awarded to the Mirror staff, cash for first place in the most recent 
prizes of $50 and $25 were pre- national radio program ratings of 


sented to photographer John Riedy. ©, —. Hooper, Inc., Bob Hope sinks 


Se to fifth place while Winchell stays 
Changes Firm Name on 


top in the New York area, 

th according to the first issue of ratings | 

— oe . agg Bag toe ae . just released for this region. The 

ime, Bi , Z ad, hed caer te rem a“ ei 
Brinckerhoff Studios, New York | SU¥rvey 1s based on random tele 


transcription company, has changed phone calls to about 70,000 homes 
its name to General Sound Cor- in Manhattan, Bronx, Queens, 
poration, Brooklyn and northern New Jersey. 
Jack Benny rated second in New 


— York and third nationally, Coffee 

Names R. E. Girvin Time was third in New York and 
Robert E. Girvin has been ap-j seventh nationally, the Aldrich 
pointed national advertising man- | Family, which was fourth in New 
ager of the San Francisco Chront~\ v0.1" was sixth nationally, and 


cle. Lynn Gamble, former national," a 
manager, has been relieved of all Fibber McGee, ecsr By 
executive responsibilities so that he | WS second nationally. 

may give his full time to coast-wise The first New York report, pat- 
sales activities. terned after the national ratings 
report, contains 1,060 different sta- 
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Account to Erwin, Wasey 


3\WZ ‘ Tea Garden Products Company, 
4 “ 'San Francisco, maker of food spe- 


cialties, has appointed Erwin, Wasey 
& Co.’s San Francisco office to 
handle its advertising. Newspaper 
and radio will be used. 


Roxalin Ups Horgan 

E. D. Horgan, since 1937 advertis- 
ing and sales promotion manager of 
the Roxalin Flexible Lacquer Com- 
pany, Elizabeth, N. J., has been 
named general sales manager. 


IN THE MEMPHIS MARKET 


Shaler Appoints L & T 


Lord & Thomas, Los Angeles, has 
been appointed to direct advertis- 
ing for Shaler Food Products Com- 
pany, Los Angeles. 


[s000 Watts . 
ay we 
, 
1000 Watts . " 
Night NETWORK 


MEMPHIS, TENN. 
J 


THE MARKET 


To “Cordele Dispatch” 

Gaines Brewster, formerly adver- 
tising manager of the Journal, 
Marietta, Ga., has joined the Dis- 
patch, Cordele, Ga., as advertising 
manager. 


Represented Nationally by The Branham Co. 
OWNED pan, ey 


THE COMMERCIAL APPEAL 
* 


MEMBER OF SOUTH CENTRAL QUALITY NETWORK 
WJIDX—JACKSON. MISS 


WMC——MEMPHIS 
KARK-—LITTLE ROCK KWKH-KTBS—SHREVEPORT 
WSMB-——NEW ORLEANS 


sixth in New York, | 


VISIBILITY: HALF A MILE! 


- at the heaviest traveled intersection in 
Pennsylvania 


Head on shot for a half a mile... right in the face of Philadel- 
phia's heaviest traffic flow! 


As a matter of fact, this location at 69th and Market Streets 
is the heaviest traveled intersection of the whole highway system 
of Pennsylvania. Here on top of "the most beautifully illuminated 
business building in America”... right at the nerve center of 
one of the fastest growing business shopping districts in the 
country ... we'll build a display to your specifications! 


Within a radius of two blocks are about thirty stores of nationally- 
known chains, three motion picture theatres including the Tower 
... largest in Philadelphia territory ...and two banks. Directly 
opposite the display is the 69th Street Terminal... “union” 
station for thirty-one bus, street car, railroad and elevated lines. 


Approximately 53,000 people enter and leave this Terminal daily. 
More than 20,000 cars, buses and trucks pass this location every 
day. And the 69th Street shopping center serves a buying area 
of 750,000 prosperous Philadelphians of the city and suburbs! 


Base price $4500 per month, 3 paints annually, nightly illumination. 


Write or wire for reservation 


STAIT 


OUTDOOR ADVERTISING 
PHILADELPHIA, PA. 
Offices: 57th St. and Westminster Ave. 


tion audience ratings taken during | 


JULY ADVERTISING LINAGE 


IN NATIONAL MAGAZINES 


1941 CT — 141 1940 
Pages Lines Pages Lines lages Lines Pages Lin 
GENERAL Screenland 22.0 9.433 18.0 7” 
*Ace Fiction Group 10.8 2,426 8.3 1.852 Sereen Life (F) a 11,474 26.0 10,9 
American . wi 2.3 12,564 3.0 18,822 Screen Romances (M wa) 28.0 12,004 26.3 11,2 
American Boy 6.7 $570 6.0 4,700 Silver Screen , 22.0 W455 18.0 ey 
*American Forests 7.6 3,192 8.5 jo True Confessions (F) 22.5 W464 =6.2 lt 
American Home 27.0 17,085 7.9 17,640 True Experiences (Mac) 20.7 S872 27.1 11. 
American Legion s 3,074 11.5 44952 > True Love & Romance (Mac) 18.4 7,880 24.2 lu 
Asia , 8.2 $3,536 1.7 718 | True Romances .. ; os £09 S466 26.0) 11 
fetter Homes & Gardens 32.9 20,8060 32.5 20,525 | True Story ... + B64 15,160 + 16.7 
soy'’s Life 10.1 6,836 12.7 639 | Vosue ... 27.8 14,545 6.0 22,7 
Child Life 34 1.442 4.8 1,940; Woman's Da) ake ei] 589 = 33.9 ; 
| Christian Herald 14.6 6,273 13.3 715 | Woman's Home Companion. 39.4 -+>- ape 
Cotuminia 13 894 99 1.466 YOUF CRAP ..ccecccces 13.6 S52 12. 
Cosmopolitan 16.2 19,813 55.2 23,67 an . . 
*Dell Detective Group 64 2,745 6 2.41: SMEAE SIPOUD: 9 «x00 5s one said _ 
ee ‘ in ee 7.4 +168 8.7 3.749 STANDARD MAGAZINES 
bEsquire (N. Y. Metro. Ed.) roe 58.7 39.468 | American Mercury ......... 8.0 10.9 2 
Esquire (National) 37.7 25.318 = 4 34.176 Atlantic Monthly Je as , 263 3.2 
Film Fun . 6.8 O15 4.1 1.747| Harpers Magazine » 14.1 18.6 4 
Fortune TS 47919 66.6 © 42,107 - - oer — 
House Beautiful IS.7 11,823 16.4 10,374} ratal Group 
House & Garden 13.5 8,515 19.5 12,327) OUTDOOR 
*Improvement Era 10.7 1,622 15.4 5.763 | American Rifleman 20.4 S,762 21.6 ' 
Mechanix Illustrated 27.0 6.054 24.7 DABS Field & Stream... 27.3 11,690 31.8 13 
anes a inet 13 1,859 3 2 258 Fur-Fish-Game 4 ce Se 7,304 15.5 6 
*Motor Boating ‘ ‘ . 99.2 25,564 58.6 25,299 Hunting & Fishing...... - 318 $835 oo.8 5 
| National Geovraphik , . a0 0 IS 20.3 835 | National Sportsman 12.8 50% 14.8 6 
Nation’s Business ..... , 42.6 18,284 34.5 14,817) Outdoor Life ...... ny — a. 
*Nature Magazine ‘.2 1,782 A 2,307 Outdoors Hi vied : ++ 6 ‘ 2,167 . : 
Open Road for Boys I beeen age e- pr a o ee + 
Physical Culture ........... 11.1 1.744 4.2 g.9gg | “POFte Ateld ...... ooh g Te eo | 66h 
Popular Mechanies . 56.7 12,705 57.4 12,853 ae rrr wi 
*Popular Publications 12.3 2756 13.2 2,960 on Sve cane = 
Popular Seience ..... sesen Geen 10,335 44.8 10,038 5 M ATL ORDER 
Redbook ..... Lesesee 83.4 14,889 46.7 20,012 | Comfort ........... HH a. a we SF 
|*Rotarian . . 8.0 3,432 5.1 2,195 | - . oc 
Scientific American : , Su 3,828 S.4 3,616 Potal Group ........... sens 2,184 tal al =. 
“Secrets .........-. " . 80 3,447 5.9 2,528 | JUNE WEEKLIES 
ne MT acco ae 9,908 26.1 11,181] °American Weekly 26.4 50346 384 73) 
‘Thrilling Group Dru eta,. | 18.8 1.206 16.8 3.774 Business Week ; . 153.8 65,968 153.4 7: 
(Town & Country 22.5 15,106 22.0 14,763| Collier's ...... 0145.6 695,993 176.9 120 
Travel ...... 38 2,427 66 4,188|/CUe .--... ‘scene SAS Sues 6 OR 
True Detective 6.2 2,669 7.1 3.040 Family Circle : - 70.1 30,084 p38 27,2 
‘Yachting . 3.0 27,176 49.5 31,305] Forbes . oes 6ete 6883 4) 
<BNRe seas TEE EERE PTs 12.3 12,458 15.4 16.5 
ree ee pe a ‘ ; Liberty : sevcse CBS 27,567 92.2 3%, 
otal Group ....... en 150,494 | shite Iliilevela agaist 2146 145s 
WOMENS MAGAZINES Look ; j cs ae 20,010 21.7 14,7 
Glamour eee eae l H,57 13.3 715) Movie & Radio Guide 2.1 8,200 17.1 11,¢ 
(ood Housekeeping he 26,754 71.1 10.480 Newsweek ..... its ~144.9 62,142 112.5 48,2 
Harper's Bazaar 23.1 15,514 30.68 20,547 | New Yorker - « «150.0 64,365 225.2 96,5 
Holland's 74 5,766 4.2 6,938 | Pic ........ . 24 1,388 = 2.5 1,7 
Hollywood (EF) 28.5 11,949 27.8 11,662 > Saturday Evening Post 240.4 168,488 278.3 189.2 
Household 11.7 7,956 11.2 7,638 | iThis Week ... san . 27.7 28,543 37.7 38,8 r 
Ladies’ Home Journal 92.7 SO.S34 10.5 548 Time - 282.8 121,314 220.2 44 di 
Mademoiselle. ; 33.2 14,245 38.1 16,344 | United States News, The.... 46.9 20,129 34.1 14,' 
MeCall's : 3.5 20,606 2.1 35,397 --—— ——-—- — — 
Modern Romances CM M) 24.5 10,526 25.6 10,993 Total Group OO4,748 ere A a 
Modern Screen (M M) 20.8 12,775 28.9 12,386 wo 
Motion Pieture ¢€F) 28.2 11,847 26.3 11,024 *Figures provided by publisher. ; ra 
Movie Story (I) 29.3 12,312 20.6 12,410 t5 issues 1941—4 issues 1940—all others 4 issues 1% a di 
Parents’ CN. Y. Metre. bed.) 38.0 16,687 6.5 15,671 |) and 5 issues 1940 except U. S. News & Family Cirelk ' , 
Parents’ (National) B54 15,204 32.4 13,899 4 both years ’ bs 
Photoplay & Movie Mirror b—No N. Y. Metro. edition in 1941, If 
(Mae) - 26.3 11,262 27.9 11,980 (iroup designations: M. M Modern Magazines. Max pl 
Radio Mirror (Mae) 17.4 T7545 20.6 S841) Macfadden Women's Group. F—Fawceett Women’s Grot lu 
| Romantic Story ¢F) 4 S76 22.1 9.295 > S—Screenland Unit. : 
e7 
to 
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Magazines See 
Linage Drop 


P. Ee. 


Directory Distributed 


Henriquez, Chicago man- | 


Revises Staff Setup pi 
The Armstrong Cork Company, 


ager of the St. Louis Post-Dispatch,| Lancaster, Pa., has revamped it t 
- has announced that the new edition | advertising and promotion depart- 
in All Groups -“ the directory cards listing ad- ment by setting up three groups ce 
resses and telephone numbers of | advisory, creative and staff—t gi 
Chicago, July 17.—The story of Chicago agencies and representa- | handle ‘activities of the department tl 
magazine linage today, comparing tives is now being distributed. under the supervision of M. J. War- Ci 
July, 1941, with July, 1940, is one Copies = available from Mr. Hen- | nock, director of advertising and th 
of decline in all categories, accord- ere “ae in bg ahaa! Tower promotion, and Cameron Hawle) F¢ 
ing to information supplied by Pub- iy pee thy BAEES OS TONE 85 tHe Sup- | his assistant. pa 
lishers Information Bureau together : ine ees Wi 
with compilations made by Apver- qu 
TISING AcE. The same holds true NBC Adds WHIS MAILING SERVICE ~ 
in comparing June weekly maga- Station WHIS, Bluefield, W. Va., , , a tic 
zines with those of the like period as joined National Broadcasting Multigraphing hen Filling-in tic 
a year ago. | | ——— = s — emer yee Addressing— Mimeographing wi 
init the case of general magazines networks. "This ‘station ‘will not THE LETTER SHOP, Inc. f°: 
. : join the Blue Southeastern STOUP | 440 8. Dearborn St. Wabash 8655 pu 
men’s magazines have experienced |as had been previously announced. CHICAGO 
a linage drop of but 5.3 per cent 
The largest loss was experienced 
by standard magazines with a dro, 7 Co 
of 24.4 per cent. th 
Outdoor magazines saw linage th 
fall off 12.3 per cent while mail pu 
order publications experienced a th 
loss of 6.3 per cent. The June in 
weekly magazines suffered the least fa 
decline with but 4.4 per cent. > 


Young Succeeds Sweeney 


J. H. Young, who has been presi- There are a large number of concerns that V 
dent of a group of retail stores and ‘ . em 
has a background of 20 years in render one type of service and do it well... one 
the retail and retailer-owned food ori 
merchandising field, has been made of 


advertising manager of 
Retailer-Owned Grocers, Inc., Chi- 
cago. He also will be editor of the 
“Co-Operative Merchandiser.” 

He succeeds H. A. Sweeney, who 
has announced that he will return 
to business after a prolonged vaca- 


National 


*x THE FAITHORN CORPORATION, be 
however, renders THREE DISTINCT TYPES Ne 


of service—ad-setting, engraving and 


tion. printing—and does them ALL equally be 
7 — City 

: + well—with less effort and less cost. set 
Joins Lennen & Mitchell 
W. C. House has joined Lennen tru 


& Mitchell, New York, as executive 
on the Jergens account. He was 
advertising manager of 
Houbigant Sales Corporation, New 
York. 


Bugenhagen . Advanced 


Walter F. Bugenhagen, general 


——DAY AND NIGHT SERVICE—— 


FAITHORN CORPORATION =| Fs 


504 SHERMAN STREET: 


CHICAGO 
Telephone WABash 7820 


sales manager of the Aluminum 
Goods Mfg. Company, Manitowoc, 
Wis., has been named a vice-presi- 
dent. 
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Drop Newspaper, 
Radio Inquiry 
ANPA Asks FCC 


(Continued from Page 1) 
considering the matter, and 
has taken no action. 


FCC 


panying letter Mr. Hanson asked 
that “it be calendared for argu- 


ment at the Commission’s earliest 
convenience and further that it be 
acted upon prior to the taking of 
testimony or the receipt of any 
documentary evidence.” 

Since the inquiry is slated to 
open one week hence, July 23, time 
is short for FCC action on the 
ANPA motion. It is assumed that 
FCC will deny the motion, in view 
of the fact that its legal division 


approved the inquiry before it was | 


ordered last March. 


May Go to Court | 


What action ANPA plans if and 
when its motion is denied is not 
known. One possibility, however, 
is that the association might take 
the matter to court, and ask that 
the scheduled hearings be held up 
pending determination of the con- 
stitutionality of the proposed in- 
quiry. In addition to questioning 
FCC's constitutional right to estab- 
lish a policy preventing newspaper 
concerns from engaging in broad- 
casting, the ANPA motion also 
contends that, under the Federal 
Communications Act, “the Com- 
mission is prohibited from laying 
down such a policy.” 

One possible result of the ANPA 
move might be to delay proceed- 
ings until Congress tackles a new 
radio law. Suggestions for new ra- 
dio legislation have been made 
with increasing frequency recently. 


If such legislation is introduced 
publishers might be expected to 
urge the inclusion of a_ provision 


expressly denying FCC the power 
to prevent any group from partici- 
pating in radio. 

Mr. Hanson's letter to FCC 

nted out that while many news- 
publishers are neither li- 
nor applicants for radio 
grants “all are vitally interested in 
the question precipitated by the 
Commission.” He referred, both in 
the letter and in the motion, to the 
FCC questionnaire sent to news- 
papers June 28 and asking for a 
wide range of information, some 
questions apparently having little 
connection with newspaper par- 
ticipation in radio. In this connec- 
tion, the motion claimed FCC “is 
without authority to conduct a gen- 
eral inquiry into the newspaper 
publishing business.” 


censees 


Policies Contrast 


The ANPA move is in marked 


contrast to the policy adopted by 
the Newspaper-Radio Committee, 
the group specially organized by 


publisher-broadcasters to combat 
the threat of an FCC edict divorc- 
ing press and radio, at least inso- 
far as future applications for new 


“NEWS of OUR NEIGHBORS” | 
GOES to SUMMER SCHOOL 


Wes Western Reserve University intro- 
duced a new course this summer, a course 
embodying the history and development, the 
social, business and industrial life of the great 
Orginal Western Reserve territory .. . “News 
ot Our Neighbors,” that breezy quarter-hour 
WGAR public service feature which covers the 
"ews of some 20 small town communities in 
Northeastern Ohio, was called in as the lead- 
Off feature 
As the 
terested , 


ommon denominator of all parties 
' Ralph Worden, news editor of 
GAR, broadcast this Saturday noon feature 
before luncheon group of representative 
“zens of the Western Reserve area, and 
Setved as chairman of the meeting. 
; Why? Bec suse “News of Our Neighbors” is 
truly representative of the life of this commu- 
Aity Of two and one-quarter million people... 
because radio listeners of the area have been 
Our : same course through “News of 
“elghbors’ for more than three years. 


WGAR 


The Friendly Station 


Studying ¢} 


In an accom- | 


or transferred facilities 
cerned. 

The Newspaper-Radio Commit- 
| tee plans to make its fight at hear- 
|ings and proceedings which will 
|follow. ANPA, on the other hand, 
challenges FCC’s right to hold 
| hearings on the subject, since the 
| ANPA contention is that FCC is 


are con- 


barred from adopting a_ policy 
which would discriminate against 
publishing interests. 
i 
Display Subpoenas 
Considerable criticism has been 
| generated among broadcasters by 


ithe methods of FCC investigators, 
who have been scouring the coun- 
try for all available information 
|on press control of radio. Net- 


works, press associations and indi- 
vidual stations have been asked to 
disclose their records. 

In several cases, FCC investiga- 
tors have armed with sub- 
poenas—the issuance of which is a 
distinct rarity for a legislative 
hearing called for the announced 
purpose of determining future pol- 
icy. FCC Chairman Fly was asked 
at his press conference yesterday 
if subpoenas had been used. He 
said that it was his “impression” 
that “a few” had been. 

Chairman Fly said that Commis- 
sioner Ray C. Wakefield, freshman 
member of FCC, had been autho- 
rized to sign subpoenas. Commis- 
sioner Wakefield, when asked about 
reports of the use of subpoenas, 


come 


refused to discuss the matter be- 
yond admitting that a number had and press 
been issued. It was understood meet. 

here that records of the Columbia a 


Broadcasting System and the Na- Writi 
tional Broadcasting Company were To Yankee nting 
The Leather Vita Company, 


among those subpoenaed. : 
og . ; Madison, Conn., maker of a cleaner 
The outcome of the investigation Bras , 
will ceae 5 ‘ and preservative for leather goods, 
ave i rti ar , are 
fave an important Dearing ON) has appointed the Yankee Writing 


the future of radio, including fre- | Service, Guilford, Conn., to handle 
quency modulation and television. | advertising. 


Numerous pending applications, 
particularly for FM licenses, come 


interest. It is this threat that radio 


interests are girding to 


Heads New Department 


from newspapers seeking to enter ; ; 

the radio field. One possible out- |, Louis Victor has been named to 
come of the inquiry is that FCC head a new department of William 
ill ad “ell , Dutton, Advertising, Hollywood, to 
wi adopt a_ policy of banning be known as “Hollywood Tie-Ups,” 
newspaper participation in radio,| which will feature merchandising 
on grounds that joint control of | campaigns illustrated with pictures 
two media is not in the public|of film stars. 


—so must the results of real skill always be skill-full; 


so must the work of true craftsmen always be crafts- 
man-like and so will the creations of a master be 
great. So must sound policies, honorable methods and 
business integrity produce faith, confidence and under- 
standing in business relationships....No advertiser 
who has experienced the uniform verity of Rogers 
reproductions in copper and zinc; their constant regard 
for clients demands; their persistent refusal to lure 


business by disregarding the ethics of their industry; 


OF BEAUTY MUST ALWAYS 


BE BEAUTIFUL— 


their never failing performance in delivering full value 
in product and service for money received, and their 
perpetual desire and willingness to help make ex- 
penditures coincide with budgets—no one who has 
experienced these things fails to understand why 
Rogers customers of many years ago are Rogers cus- 
tomers today. Nor do they find it difficult to under- 
stand why more advertisers every day are finding in 
these facts opportunities for increasing advertising 


effectiveness. Rogers makes their engravings. 


‘Ore ENGRAVING COMPANY 


Adolph F. Buechele, President * MASTER CRAFTSMEN OF PHOTO-ENGRAVING 


CLEVELAND, OHIO 2001 CALUMET AVENUE e Phone: CALumet 4137 e CHICAGO, ILLINOIS 
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July 21, 194) 


‘Semmectahe, Head 
of Met Sunday 
Newspapers, Dies 


New York, July 15. 
C. G. Hammesfahr, president of 
Metropolitan Sunday Newspapers 
since 1932, died July 11 at his home 
in Bronxville, N. Y. He was taken 
ill about 18 
months ago, but 
after an opera- 


Alexander 


tion and a recu- 
perative period 
in Florida was 


able to resume 
duties. How- 
ever, his ailment 
soon reappeared 
and June 5, his 
61st birthday, 
was his last day 
A.C.G. Hammesfahr at the office. 


Mr. Hammes- | 


fahr knew that his end was near 
and he dictated many instructions 
to his son, Ellmore, regarding his 


personal and business affairs. He 
disliked display and directed that 
no notice be given of the time or 
place of his funeral. He also re- 
quested that those who would ordi- 
narily send flowers instead send a 
check to the Lawrence Hospital, 
Bronxville; Children’s Village, 
Ardsley, N. Y.; or the Red Cross. 

A native of Chicago, Mr. Ham- 
mesfahr spent his entire business 
life, with the exception of his first 
job as office boy to P. D. Armour, 
in the advertising and publishing 
field. He was so successful as a 
cub salesman in the Chicago office 
of Collier’s that he rose rapidly to 
the post of Western manager, and 
in 1912 Mr. Collier called him to 
New York as vice-president and 
general manager. 

Later he was associated with the 
Glen Buck agency in Chicago and 
with Martin Kelley in New York. 


He was business manager of Cos- | 


mopolitan in 1921 and _ subse- 


quently, after several years as sales | 


manager of the Oxford Paper Com- 


pany, was named head of Metro- | 
politan Sunday Newspapers. 
Early in his advertising career 


Mr. Hammesfahr was elected presi- 


dent of the Agate Club in Chicago, | 


and when he came to New York 
was chosen president of the Quoin 
Club. He was president of both 
the Summer and Winter Advertis- 
ing Leagues. Always helpful to 
those who sought his aid and ad- 
vice, he was responsible for guid- 
ing many well known publishing 
men to success. 


PAUL B. KLUGH 

Summit, N. J., July 16.—Paul B. 
Klugh, 63, who retired five years 
ago as vice-president of Zenith 
Radio Corporation, died this week 
in Wyoming while vacationing with 
his wife. 

As executive chairman of the Na- 
tional Association of Broadcasters 
from 1924 to 1927, Mr. Klugh was 
in the front line of the first battle 
over music fees between broadcast- 
ers and the American Society of 
Composers, Authors and Publishers. 
In 1925, after seven bills to amend 
the 1909 copyright law failed to 
pass in Congress, Mr. Klugh ex- 
pressed doubt that the broadcast- 
ing industry could continue unless 
“reasonable fees” were fixed, and 
pleaded for legislation toward this 
end. The following year he asked 
support of a bill setting a flat fee 
for broadcasting copyright music 
with the argument that it would 
benefit non-members of ASCAP. 

Mr. Klugh was also a former 
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LAUREL PROCESS COMPANY 


400 CANAL STREET. NEW YORK 
Walker 5. 2030" 


his business! 


president of the Radio Manufactur- 
ers’ Association. 


GEORGE C. LADD 

Vineland, N. J., July 14.—George 
C. Ladd, 59, business manager and 
co-owner of the Vineland Evening 
Journal, died of a stroke in the 
newspaper plant. He had been in 
ill health for two weeks but was at 
his desk daily. He was the son of 
Benjamin F. Ladd, publisher of the 
Evening Journal from 1876 until his 
death in 1913. 


IRVINE J. KITTINGER 
Buffalo, N. Y., July 14. 
Johnston 
organizer and former president of 
the Buffalo Broadcasting Corpora- 


Irvine 


Kittinger, Sr., 66, an/| 


| tion, died July 12 at his home here. 
|He had been in failing health for 
eight weeks. 

Since 1912 Mr. Kittinger had 
| served as president of the Kittinger 
|Furniture Company. He _ headed 
the Buffalo Broadcasting Corpora- 
tion until about six years ago when 
poor health forced him to curtail 
| activities. 


PHILIP M. FORRISTALL 

Mount Vernon, N. Y., July 15.— 
Philip M. Forristall, vice-president 
of Stack-Goble Advertising Agency, 


died at his home here last week 
j}end. He was 51 years old. 
| Mr. Forristall had been’ with 


| Stack-Goble for the past two years 
and was formerly general manager 
of the cigar division of American 
Tobacco Company. 


ee 


JUNE LINAGE FOR CANADIAN MAGAZINES 


1941 
Pages Lines Pages 

Canadian Home Journal as 2T RRO > > 
Canadian Homes & Gardens 5.034 7.4 
Chatelaine 35.9 25.108 2 4 
tLiberty {6.2 19.835 29 9 1° 
Maclean's 53.0 37,112 $3.3 
Mayfair $5.1 1 206 19.2 
Nat i Home Mont ‘4 if s 

Total Group 189.304 1 


Diplay, including poultry and livestock in Canadian Farm Papers 
a*Canadian Countryman 22.3 15,584 10.5 


Country Guide & Nor’'-West Farmer 26.1 18,595 24.4 
Family Herald 

**tEastern Edition 36.9 6 8G0 94 

**tWestern Edition 12.3 52.270 27.9 
*Farr and Raneh Re ew 11.9 S560 11.0 
*Farmers’ Advocate & Home Magazine 26.4 18,44 24.9 
Farmer’s Magazine .. ee 28.5 19,957 21.9 
S Fr Press Prairie Farmer 14.5 37,977 26.3 
tWestern Producer 18.9 20,837 17.5 

Total Grou 8.91 


*Supplied by 
een 


Publishers’ Information Bureau, In¢ 
Issues 141 1 Issues 1940 

***4 Issues 1941 
Weekly May 
aBi-Weekls 
Semi-Monthly 


» Issues 1940 
Linage 


WHAT FIELDS OFFER THE BES 
AND ELECTRIC TOOLS? 


— 


Company reviews all these changes as plans for the year’s advertising program are being made. 


The MARKET DA'TA BOOK is proving to be a tremendous help in sifting the wheat from the chat? 


USED IN MOST PLACES WHERE BUSINESS PAPER SPACE IS BOUGHT 


Rat-a-tat-tat!!! 


TH 


. GIVES THE 


Words fall far short of describing the ear-splitting staccato 


of pneumatic or electric hammers and drills thundering away on construction ( 


jobs everywhere. 


Kach rap seems to drive home the fact that here is the best 
market for such equipment. However, recent developments and new trends in operating methods invari- 


ably affect the importance of certain fields as markets. C.N. Kirchner of Independent Pneumatic ‘Too! 


a 
\ 
n 
in the selection of media to reach specific mar- A 
kets. This is the way he puts it: “I have come di 
to the point where I start with the MARKET ti 


DATA BOOK to get a concise picture of the 
market and the media to reach it: then seek fur- 


ther details on the basis of the facts thus ear- 


“ - 
0 

nered, 
ar 
“This means that every publisher with papers m 
going to the fields we are interested in not only qu 
gets his advertising in the MARKET DATA Y 
~ 


BOOK read... he gets it studied. So, it looks 
to me like you are doing a good deed for both 
publishers and industrial advertisers in making 


the MARKET DATA BOOK available.” uy 


1 Continuous Service to Busi- 


ness Publishers Sinee 1921 


-— 
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Consumer Views on 


Canned Goods and 
Labels Are Shown 


of, 
lal 
ru! 
dea 


Continued from Page 1) 


ng is not an index to vitamin 
nt and general nourishment. 


May Create Confusion 


There is such a divergence of 
in as to what are the most im- 
nt factors of, or ingredients 
iality that any attempt at grade 
ng would be almost sure to 
the risk of creating a great 
if confusion among customers. 


|It seems highly likely that many 
| women would not find the combina- 
| tion of factors that suited them best. 
| 7B. Even when given the oppor- 
tunity to study a list of factors and 
| select four from that list, no one 
| factor was chosen by as many as 
three-quarters of the women. 

| 7C. But even those who agree 
that a certain factor is an important 
quality determinant fail to agree on 
what actually most desirable. 
This seems to still further to 


is 


add 


tion of qualities that will let any- 
one label a product “best and have 
it mean what a majority of women 
have come to regard as best.” 


Opposes Grade Labeling 


The National Canners Associa- 
tion, while opposing grade labeling, 


the difficulty of finding a combina- | 


favors descriptive labeling by 
which characteristics of each prod- 


uct are listed separately, thus en- | 


abling each purchaser to select the 
characteristics that suit her and her 
own family. The association is giv- 
ing the widest possible circulation 
to the Roper report, and regards it 
as a highly significant contribution 
to the labeling problem 


Releases Selling Book 

“Informative Selling,” 
page illustrated booklet 
by National Consumer - Retailer 
Council, New York, has just been 
released. The book is intended for 
retailers, and describes tested sell- 
ing programs. One section takes 
j}up sales training, labeling, adver- 
tising and display. The book was 
written by Roger Wolcott, secretary 
lof the council. 


a new 90- 
published 


Till Joins Anfenger 


H. Gifford Till, former executive 
with Art Publications Society, 
Clayton, Mo., has joined Anfenger 
Advertising Agency, St. Louis, as 
vice-president and account execu- 
tive. 


Joins William Jameson 
Henry Morris, advertising man- 
ager of Bardstown Distillery prior 


to its merging with National Dis- 
tillers Products Corporation, has 
joined William Jameson & Co., New 


York, as assistant to the president 


Beer Paper Raises Rates 


Beer Distributor, Chicago, has 
advanced its space rates approxi- 
mately 20 per cent effective Sept. 1, 
explaining that increased labor and 
material cost were responsible for 
the boost. 


| The 
: Company is typical of the thousands 


f manufacturers selling to business 
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€ ducted 


and circulations, 50°. for making up 


given line of products, 82.7°, for 
ks 
th determining sales potentials, 22.1 
is a reference source at advertising 
ng 


tising 


media 


agency 


Independent Pneum 


and industry who are using the 
MARKET DATA BOOK for their 


market and media information. 


recent independent 
anong executives 


agencies and 


lists, 44.2 ( 


quick analysis of the market for a 


conferences and 


Other oceasional uses. 


atic 


survey 
manufacturers 
le showed that 60.6°7 use the MARKET 
DA'TA BOOK for checking markets. 


48°) for checking publication rates 


for preparing a 


21.2°% 


‘Tool 


COn- 


of adver- 


for 


SET Ae aR R 


PO eT ee eT 


ARKETS FOR PNEUMATIC 


ARKET DATA BOOK 


ANSWER 


@® ©. N. Kirchner is advertising manager of Independent Pneumatic Tool Company, 


Chicago, Illinois, one of the country’s largest manufacturers of pneumatic and electric 


tools. 


For the four and a half years he has held this position he has done an out- 


standing job of popularizing the company’s trade name, THOR. 


n 


Data 


Disclose Friction 
Between Japanese, 
U. §. Canneries 


New York, July 
of friction between 
Japanese canners of crab meat 
came to light this week, when it 
was learned that a protest has been 
made against advertising copy of 
the Maine Development Commis- 
sion. A letter to a New England 
grocery magazine from one of the 
Japanese companies expressed sur- 
prise at the magazine's acceptance 
of copy “appealing to and 
racial prejudice.” 

As a result of this protest, one 
of the Japanese executives added, 
subsequent copy of the commission 
has been toned down. Representa- 
|}tives of the commission, however, 
|}categorically denied any toning 
down of its advertising. 
| It was also brought out that the 
United States government has ex- 
tended material assistance to the 
domestic industry during the past 
two years, in the form of surveys 
conducted off the coast of Alaska, 
to determine if the giant king crab 
can be found in numbers sufficient 
for commercial canning It is this 
| king crab which the source of 
the Japanese supply. 


15.—Indications 
American and 


class 


Is 


Sketches Dropped 


Initial copy of the Maine 
opment Commission's 
throughout New England (Apver- 
ristInc AGE, May 5, 1941) featured 
the headline “Not Russian, not 
Japanese, but caught by Americans 
in Maine waters,” and was accom- 
panied by  not-too-complimentary 
ketches of a Russian and Japanese 
| fisherman Insertions also empha- 
sized “sanitary American canning 
methods.” 
| Subsequent insertions, while con- 
}tinuing to hammer at “sanitary 
American canning methods,” have 
omitted the sketches and = are 
merely captioned “Now! A Made- 
in-America crabmeat,” according 
| to the Japanese company 

Although representatives of the 
| Japanese interests claim their prod- 
} uct is distinetly different from the 
| American, and uch cannot be 
| considered a competitor, American 


}canners are currently pressing for 
| 


Devel- 
campaign 


as 


} 2 heavy tariff on the imported 
|} product. A similar drive in 1932 
|}was defeated, since the infant 


| American industry was in no posi- 
ition to supply the market single 
handed, and it was claimed a tariff 
would only have imposed an unfair 
burden on consumers. Today, how- 
ever, with American nationalism 
fanned by international events and 
| domestic canners rapidly expanding 


| production, a reversal of the 1932 
|} ruling is a definite possibility. 
Advertising Varied 
The Maine Development Com- 
mission currently uses weekly 
}newspaper insertions in 25 cities 
fall over New England, in addition 
to spot radio on 19 New England 


| stations. On the other hand, Harris 
|American Crab Meat Company, 
| Beaufort, S. C., which distributes 
| throughout the Southeast, now con- 
itself to small insertions in 
Woman's Day, asserting sales al- 
ready tax existing production 
| facilities 

Japanese canners continue to 
| push their imports with newspaper 
|space in 15 cities throughout the 


( “HOwDY, . 
| CLOSING DATES!” 


“Here we are, on the dot, thanks 
| to speedy RAILWAY EXPRESS 
That's the order of the day when 
| you use RAILWAY EXPRESS, 
| “the service that speeds up speed.” 
—And— 

for super-speed use AIR EXPRESS— 
4 miles a minute 


RAILWA “XPRESS 


AGENCY Inc. 


\ NATION-WIDE RAIL-AIR SERVICE 
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COPY EMPHASIZES FUEL CONSERVATION | 


Index of Retail Activity in 
83 Important Markets 


Based on total retail advertising volume in all newspapers 
(Copyright, 1941, by Advertising Publications, Inc.) 
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THE GOVERNMENT ITS FULL COOPERATION ‘ = | 
im THE “SAVE FOR DEFENSE” PROGRAM . * | 
WILL YOU PLEDGE YOUR COOPERATION? We'll help you save on fuel Gain “e Gain 
~~ ke | penny pa 28-Week 28-Week 28-Week or Loss or Loss 
SAVE FOR DEFENSE MY PLEDGE = . . Period Period Period 1941 1941 W eek Week % G 
a . —_ — - Iinded kended kinded over over kinded kended ol 
OlL BURNER INDUSTRY . fran Th, > ~~ ' | July 15, 193% July 13,1940 July 12, 1941 1930 1o40 July 13, 1940 July 12,1941 Le 
= " a 
mscere. seams lie ve serine: puee eZ GENERAL [cic rooay Akron, © : 294 514 >. 153.155 ,.501.11 23 6s 150,269 162,820. LS 4 
a SAVE end Stave SEBCTRIC | Sam Albany, N. Y 3,07 3 579,842 13.2 54 124,977 132,849 
tei=: ‘Atlanta, Ga S S50 048 ue) 8,392,207 od a4 19s, 202,748 
’ AND Baltimore, Md 11,721,178 : 12,908,529 10.1 7.3 ad2 379,316 
DEALER'S NAME ‘cous Birmingham, Ala 6 STO972 5,037,210 17.0 73 246,13 
Boston, Mass 10,101,844 10.126,97% + 0,2 6 238.328 j 
: Bridgeport, Cont 1,183,982 $24,272 12.4 7.1 188,132 61 , 
The Oil Burner Industry uses the large-space newspaper copy at the left to ask em sw Y 7 SASL 452 9651 600 L412 6 299 930 : : 
consumer support of the government program to conserve fuel for defense Camden. MN. J.. 2» 192.073 2,803,483 127.9 3.5 68,045 © 
needs. Smaller ads at the right are insertions of the General Electric Company Cedar Rapids, Ia 2 607,568 2 646,840 4.5 + 3.1 66,654 78,400 L176 n 
tying in with efforts to avoid the threatened fuel shortage in the East. Charleston, W. Va 093,085 , 827,591 5.3 + 7.2 172,794 174,594 10 p 
Chicago, HI 16,072,201 15,861,934 1.3 s 378,606 394,028 t t} 
a ditioning and commercial refriger- Cincinnati, © & 16 270 ' 3 ' 60 10 ' 2 2 02,620 2 7,226 x 4 p 
Cleveland, © Wo a0 0,263,256 7.4 i 2 % 269,975 299.512 | iy \ 
- | urner ation department, starts with| columbus, oO 45.206 7 950.773 ,24 Ls 205.508 220 089 Loy 0 
’ newspaper ads and direct mail an-| Patias, Tex 11.225.564 10,787,641 4 LO] B15,457 301,640 14 $ 3 
nouncements to home owners. The | Davenport, ta 159,419 3,240 1. 1.7 157,290 139,930 \ r 
yaad , , - Dayton, © ‘ .. 7,435,346 S, 251,401 11.0 7 195,652 272,216 : fc 
newspaper series consi: ‘ee | ' - : : 4 
n ustry Urge sp | series < msists of three cecietiens Chales S76 711 744.539 7 \ 130.544 152.842 4 tl 
insertions, two of which are 420} pes Moines, Ta 3,603,435 106, V0 7 9,201 WO,189 . - 
- lines and one _ 668 lines, built | Detroit, Mich 10,666,909) 11.134.803 12 OT4,.N65 13.2 M4 14 9297 r 
uel Saving around the theme of saving fuel] | 1 Paso, Tex 641,476 53 6,258,967 + 10.0 +64 178,220 i A&R 
m . Srie » ’ ren OU He 1 1.8 162,582 | 
during the emergency. One lay erie, Pa eel ny bree ; r 
; ; ies gency ne layout | Evansville, Ind 6,585,642 y 7.146.002 L185 + 9.9 POS HS4 ( 
(Continued from Page 1) reproduces recent newspaper head-| Fall River, Mass 1,810,633 1,865,739 2 022,993 L11.8 L 8h S584] 
lee acai: a shine ie _ lines dealing with the oil situation | rlint, Mich 1869.592 1.784.878 025.510 » 101 137.424 “1! y i 
ve bn + . Pa Ment “8 ties and proclaims: Fort Wayne. Ind » 646.196 » 28 318 STu.2089 1 “as 1YS.912 175,714 11.7 f 
in with the fuel shortage "Ci i “ , ’ la; 12 + ; 4.342 1,68 ' ) 26,038 76 14.3 
‘ . ti £ t Ww at in O.K. We 1] help you save on | (iat \ Ind 120.1 8.409 $42 FE +. 12 é 126 o3l 108,076 te 
the East. Copy will be placed on | , a : |}Girand Rapids, Mich 1,684,210 4,882,477 66,632 12.4 7. 133,826 139,692 14 
a 50-50 basis fuel. Copy goes on to point out} Greenville, S.C , ASO ODS 5902.52 1091, 396 17.2 1.8 135,373 113,909 15.9 e 
The promotion program described that ‘we've preached (and our | Houston, Tex gree ytos wneeeee ey —. a eye oo Hy : 
today by Glenn Gundell, advertis- customers have practiced) fuel auatington, W. va verereye eeveve es 5, 08,808 bé.¢ :.8 164,495 160,585 “0.4 p 
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ing manager of the G-E air con-|° ~ oo ars. AS GON) jacksonville, Fla 4,827,942 », 229,098 $26,932 12.4 3.8 151,606 160,034 6 l 
eral Electric heating engineers, We! Jersey City, N. J 1.197.693 1.175.157 1.148.026 “1 +2 0 24 596 83.548 124 ”, 
have made possible fuel savings as| Kansas City, Kan 1376.66% 1.651.104 1.485.762 + 7.9 10.0 17.803 $4,121 7 7 
high as 25 to 50 per cent—and | Knoxville, Tenn 711,676 », 703,474 TOS 408 1 | 174,958 146,244 64 pi 
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lr ' : "| Los Angele Cal 13,440,046 13. 186.856 12,802,004 1.8 2.9 fOS,508 $42.3 . z 
he ssage — . — pon - at 
I — offers the services Of | | wuisville. Ks 7,738,334 7,816,269 S.252.650 + 6.6 6 223,453 248,726 
a heating exper ‘vey »aT- 
y at *I oe - Surveying heat Lynn Mass LoTH 026 17S0,146 Pho, 602 12.0 8.1 171,822 144,886 gI 
ing systems and ferreting Out) Manchester, N. i 2,055,342 1,965,677 159,136 1.7 0.3 70,930 3,301 1.9 
causes of fuel losses. "Memphis, Tenn 6,325,430 7.101.934 7,165,208 13 ou 196,420 OS,642 2 r 
Miami. Fla 2 ,UTS S 331.470 7.430.568 14 18 204.337 168.0 a 
OPACS UNIT SUGGESTS Milwaukee, Wis 7.631.926 & 3N5.842 , 1S g 9 LL Te 9 3 T 
FEWER OIL CHANGES Minneapolis, Minn 1,632,038 H,G42.845 6 13.2 0 200,74 214,706 ac 
‘Nassau Counts . © 1502 610 1,292,228 » may L627 14.06 61.424 tr 
Washington, D. C., July 16.—The | New Bedford, Mass 1.672.104 1.807.764 2,020,330 + 20.8 + 11.8 1600 150 in 
somewhat startling suggestion that Ne w Haven, Conn 155,214 182,772 1OS 176 2 i 177,464 170,304 t 
: : ‘ New Orleans, La O31 442 10.750.926 1O.670.000 34 Os 94 974 017 U 
Pa “3 motorists need not change their ~ a 
: ; : New ork 81.700. 260 (1.074.374 21. 507.048 on 1.4 766.977 741.351 j 
: motor oil more *n thé rice i 4 . 
RICH IN BLACKS a ce ee “$s srookiyn, N.Y 2,180,195 1,918,928 1,955,516 10.3 7 16,126 16,194 P 
year has been made in an Official  *Norfolk, Va 127.472 00.408 1. 796,856 13.1 4 174,900 1US,478 
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° Rs J 
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. ing to the article, “oil changes are ee 1.00804 4.44743 ‘ 242 22.4 10.4 160,202 LAT obs 
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changes demand them. In summer) 1 Atlanta Georgian and Sunday American ceased issue Jan. 1, 1940, containing 428,848 line 
you will need a heavier oil than publication Dee. 17, 1939 vertising 
in cold weather. The winter oil,| 2 Chicaco Herald & Exam. discontinued Aug. 38, 1939 7 Syracuse Journal published 100th Aanis 
light to begin with, gets lighter as enema on ¥- “a ia Aug. 1. 1934 tion March 26, 1939, containing 216,027 
: Sewsda lIttinched Sep 4 140 Vertising 
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it is used so that when w rm) 5 San Diego Sun suspended publication Nov. 25, 1939 § 75th Anniversary Edition published 
weather comes it does not suffici- | 6 Commercial Appeal published 328-page Centennial 
PHOTO-ENGRAVERS “ly protect your motor.” 
The article adds that “although 


IN CHICAGO oil changes are unnecessary, this Heads Arlington Sales Smith Moves Studios AFA Names Flanley . 


does not mean you can allow your R. F. Spalding, formerly vice- Maurice Smith, Los Angeles Mabel G. Flanley, Eastern °C" 

oil supply to get low.” It is also president of G D. Searle & Co., advertising artist. has opened new tor of consumer relations a 
. seneested that the off Glier be Chicago, has been named director | studios in the Philharmonic bldg. Borden Company, New Yor, 4, ‘ 
"a iP S ‘ iter be of sales for the Arlington Chemi-| His old address was 570 S. Coro- been named a vice-president ©” ‘ 


‘thecked at least every 1,000 miles. cal Company, Yonkers, N. Y. 


nado, Los Angeles. Advertising Federation 0! 
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ADVERTISING AGE 


— 


Cldveutisi 
Market Place 


— 


The rates for this department are as follows: 


Help Wanted,” “Positions 
“Representatives Available,” 30 
cash with order. 

All other classifications 
$4.75 per inch. 


Wanted,” 
cents 


(single insertion rates): % 


“Representatives 
a line, minimum 


Wanted,” 
charge $1. Terms 
9 7s. 
wt, 


in., 


HELP WANTED 


Advertising salesman wanted to sell 


advertising in distinguished business 
pu cation; cover midwest from Chi- 
ag Must be thoroughly experi- 
en i in the sale of advertising to 
leading industrial and business ad- 
vertisers Salary Please give full 
information in striet confidence. 

Box 3412, ADVERTISING AGE, N. Y 


“REPRESENTATIVE AVAILABLE 
‘an efficiently handle and produce for 
trade or class publica- 
acquainted in Mid- 


c 

one additional 
tl Widely 
We 

Box 3360, ADVERTISING AGE, Chgo 
‘POSITIONS WANTED 


PM READY Now! 


I've just completed a“ carefully- |} 
planned personal 16 year building 
program in preparation for the oppor- 
tunity you may have now for an ad- 
vertising®’ manager or agency account 
executive 

At 34, I've pyramided four years 4-A 
agency copy and contact work on top 
of four years direct mail sales pro- 
motion, four years newspaper and 
press association feature writing and 
four years college Today, on the 
threshold of my best my most 
productive years ... | offer you the 
youthful, aggressive finished product 
of all this experience, 

Address ADVERTISING AGE, Box 
3413, for an appointment for 
references that will convince vou and 
for samples of salesmanship-in-print 
that will open your eyes. 


POSITIONS WANTED 
Last! Brilliant 
free lance 


At 


on 


Copywriting. 


basis Smaller agencies 


& manufacturers, hire this ace writer! 
Reasonable! Space, direct mail, pro 
motion Leading agency experience 
Write now for details! 

Box 3411, ADVERTISING AGE, N. Y 
Young man, 2S, 6 years advertising 


eXperience 
specializing 
vears 


3 years with large 
radio 
hewspiaper, 
assistant to ace 
mer. Loyal, 
deferred 
3414, 


agenes 
merchandising; ¢ 
would like to be 
ount exec. or to 
capable. University 
Now employed 

ADVERTISING AGE, N. Y 


cone 
uly 
Draft 
tox 


BUSINESS SERVICE 

Mr. Sales Manager! 
Let me show you how to help your 
salesmen produce more through a 
personalized house-orgzan You serve 
editor I the work Kdward 
Edelstein Wells St Den SOOT 


as 


201 N 


A GOOD GADGET LETTER will Keep 
your letters on top of the desk with 
some chance of doing business 
Wastebasket letters cannot talk 

Write for illustrated circular. 

A. Mitehell, BR. 215, 326 N. Michigan 
Ave... Chro. 

WORLD FAMOLS FIRWMS LSE 
Bairdset ads for 30 years It Paves 
Day and night service, clean proofs 
fast, quality production Save your 
time. Ads pull 25°) better 

BAIRD, adsetters, IS Eb. Kinzie, 

NH, 4347 Chee. 


Simmons Is 
Granted Injunction 
in Suit Over Price 


New York, July 15.—Advertising 


expenditures totaling more’ than 
$10,000,000 since 1924, the greater 


part of which promoted Beautyrest 
mattresses, were claimed this week 
by Simmons Company, in pressing 
suit against Benco-Forman Com- 
pany for alleged violation of the 
Feld- Crawford price maintenance 
act. 
Supreme 
granted the 


Court Justice Cohalen 
Simmons request for 
an injunction when the defendant 
failed to answer the complaint. 
The Benco - Forman Company was 
accused of offering Beautyrest mat- 
tresses for sale at $26.95. The min- 
imum price set by the manufac- 
turer was $39.50. 


P&G Pushes Ivory Soap 
with Four-Color Spread 


New York, July 17.—The aggres- 


Siveness with which Procter & 
Gamble will push its new Velvet 


Suds Ivory soap was indicated this 


week by the company’s first use 
of a magazine center spread in 
some years. The four-color an- 
houncement appeared in The Sat- 
irday Evening Post, and will be 
followed by similar four-color 


‘spreads in the July 28 issue of Life 
and the Aug. 23 issue of Collier's. 
The new campaign, reported in 
t week’s ADVERTISING AGE, will 

n August issues of women’s 
with preferred position 
ised in most instances. News- 


Dreak 
Maga; 
d€ing 


nes, 


Papers, network and spot radio will 
So be used. 
Oe 


New Haven Market 
Affords Unique 
Paper Coverage 


The New Haven Market known as 
REGISTER CITY” has the unique 
distinetion of affording its advertisers 
“" actual metropolitan market cover- 
“Se of 108.5°. through The New Ha- 
Yen Register. In other words the 
daily cireulation of The 
for six months is larger 
© total number of its families. 
The suburban coverage of The Kegis- 


-_—_ssooreorererrermrerermrrrerrerrr-rr-. 


Kid's Paper Sees $236 
Ad Order Go Pf-t-t 


Washington, D. C., July: 16.—The 
space buying department of Batten, 
Barton, Durstine & Osborn, New 
York, offered a delectable but indi- 
gestible morsel to The News, Ana- 
mosa, Ia., the other day, according 
to the Washington News, when the 
agency wired the weekly 
lation 75, format 3 x 7 inches, four 
pages, shepherded by John Sanner, 
age 10—asking if it would accept 
8,000 lines over a two-month period 
to promote an enlistment campaign 
for the Navy. Reluctantly, John, 
veteran of three years of publish- 
ing, replied that he couldn't handle 
an order of that size but suggested, 
hopefully, he could take less. The 
agency canceled the order and the 
Navy is proceeding to reap the re- 


wards of some snappy publicity. 
The advertising would have paid 
John $236. Last week’s edition of 
his paper netted $1.38. It’s printed 
with rubber type on a toy rotary 
press. 

The consternation created’ by 
BBDO’s order in the offices of the 
Anamosa News “may have been 
responsible,” suggested the Wash- 


inton newspaper, for John’s current 
lead editorial: 

“Editorial: 
lait this 


I am sorry The News 
weak.” 


Is 


Furniture Credit 
Ratio Still 3-1 

Installment 
per cent 
volume of 


accounted for 
of the 1940 business 
the 295 credit-granting 
furniture stores reporting to the 
Department of Commerce 
same 3-to-1 ratio prevailed in 1939 
Open credit sales of these stores 
were responsible for 16.6 per cent of 
total sales during the year, and 
cash business only 8.4 per cent. 

A similar report for credit-grant- 
ing department stores placed the 
proportion of 1940 volume paid in 
installments at 10.2 per cent, com- 
pared with 9.7 per cent the pre- 
vious year. In this field, open 
credit sales accounted for 44.8 per 
cent of annual business, and 
transactions for 45 per cent. 


sales 


75 


cash 


Gets Mail Order Account 


House of Westminster, New York, 


‘er is 86.7°, with a market popula- has appointed Raymond Spector 
i Of 353,865. Company, New York, as advertis- 
q@ ing agency. 
— 


and | 


1 to 3 in., | 


The | 


REGINA 
CALGARY 
EOMONTON 


Roundup of Advertising Promotions in the Test Stage 


SPECIAL DARI-RICH 

OFFER IN TEST COPY 
16.—Bowey’s, Inc., 
Chicago, has begun a series of test 
advertising campaigns in various 
cities throughout the country to find 
the best copy formula for its Dari- 
Rich syrup, used in making choco- 
late flavored milk. In each case a 
special offer is being made, the offe1 
| being varied in each city. 

At the present time test advertis- 
ing being run in Syracuse, 
Rochester, Buffalo and Washington, 
D. C., with other cities scheduled, 
according to John W. Hanner, ad- 
vertising manager. The Syracuse 
offer, which used 1,200 lines spread 
over five columns in the Syracuse 
Herald - Journal of July 10, con- 
sisted l7-cent can of Dari- 
Rich syrup plus an 8-cent pint of 
milk, all for 17 cents. 

A coupon accompanies the Syra- 
cuse copy which the customer is re- 
quired to fill out and present to 
one of the cooperating food stores 
in order to take advantage of the 
offer. The company agrees to re- 
imburse the dealer for the retail 
price of the milk when he presents 
the redemption coupon togetner | 
with a cardboard cap taken from 
the Dari-Rich container, Cooperat- 
ing stores in Syracuse, listed in the 
copy, are Commander Food Com- 
pany, Community Stores, Inc., 
Giant Food Stores, Johnson Foods, 
Inc., Loblaw Groceterias, Mohican 
Markets, Par Markets and Red and 


Chicago, July 


IS 


of a 


White Stores. 
Sorensen & Co., Chicago, is the 
agency. 


HUDNUT SCHOOL OFFERS 
NEW HEALTH COURSE 


New York, July 15. Beauty 
blinked its eyes and shook its curly 
locks this week when it found 
itself in the company of steel and 


aluminum as a vital element in the 
}defense program. Describing a 
pretty face and a strong body 
| patriotic necessities, Richard Hud- 
|nut Success School launched a test 


as 
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|campaign in two New York news- 
papers for a new physical pre- 
|paredness course included in the 
Success Courses at its Fifth Avenue 
| Hudnut Dubarry Salon 

| Depending on reaction in New 
York, the campaign may be ex- 
tended nationally with inclusion of 
the new course in the Succe 


Courses which are currently offered 
by mail. 


Keyed to the patriotic theme with 
the slogan, “Beauty is your duty!” 
copy appearing in the New York 
Times took a realistic view of the 
| situation by promising a “slimmer, 
i vital figure, so that you may walk 
imiles without fatigue, stand com- 


hours, wear a uni- 
form smartly.” Carrying the argu- 
ment further, “a radiant, well- 
cared-for skin, subtle make-up and 


fortably for 


a chic, easily managed coiffure” 
were described as “musts these 
days.” 


The campaign will be confined in 
New York to the Times and Herald 
Tribune. G. Lynn Sumner Com- 
pany is the agency. 


SPECIAL OFFER 


HERE'S 


Can of 
DART RTT 


CHOCOLATE FLAVORED SYRUP 


Bottle 
Milak 
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This special Dari-Rich offer made in 

Syracuse by Bowey’'s, Inc., Chicago, is 

one of a series of copy tests being made 
throughout the country. 


“Vox Pop’ Returns 


TO AIR DALE CARNEGIE 
Philadelphia, July 16. A half- 
hour radio program featuring Dale 
Carnegie will be tested next fall 
by International Correspondence 
Schools, with 13 weekly broadcasts 
scheduled for Station WCAU. The 
will start the first week in 
October. 
Broadcast 


series 
as a transcription, in 
order to facilitate extension of the 
program to other markets later, 
the series will consist of talks by 


Mr. Carnegie and interviews with 
workers in various industries, dra- 
matizing the special training 


|needed by those “who want to get 


ahead.” 
According to George W. Wilson, 
ICS vice-president, the program 


will be tested on the basis of actual 


dollars and cents produced from 
inquiries and enrollments, rather 
than by audience measurement. 


N. W. Aver is the agency. 


Rippey Joins KFRC 


with New Sponsor; 


Howard Signs Up 


New York, July 16. Emerson 
Drug Company will return “Vox | 
Pop,” formerly sponsored by Penn 


Tobacco Company, to the air as a} 


new series for Bromo-Seltzer, be- 
ginning August 4. 

The program, which will cele- 
brate 10 years on the air in No- 
vember, will be aired Monday from 
8 to 8:30 p. m., beginning on a 
lineup of 54 stations of the Co- 
lumbia Broadcasting System. On 
Sept. 29, it will be extended to 


Western stations to make 67 outlets 
and Nov. 17 to the Florida group to 
make a total network of 73 stations. 
Ruthrauff & Ryan is the agency. 


Sponsors “Bulldog Drummond” 


Howard Clothes, Inc., will spon- 
“The Adventures of Bulldog 
Drummond” on eight stations of 
the Mutual Broadcasting System 
beginning Sept. 28. The series will 
be aired Sunday from 6:30 
p. m Redtield-Johnstone 
agency. 


sor 


to 7 
the 


Is 


Grove Renews 

Grove Laboratories 
“Sherlock Holmes” for 
nine tablets, effective Oct. 5. The 
new contract provides that the 
series, currently off the air for the 
summer, will continue through the 
summer of 1942. While the num- 
ber of stations on the total network 


has renewed 
Bromo Qui- 


has not been determined, the pro- 
gram will be aired on the 16 sta- 
tions of the basic Red network of 
the National Broadcasting Com- 
pany in addition to other stations. 
Russel M. Seeds Company is the 
agency. 
Treasury Expands 
The Treasury Department's use 


of network radio in its campaign to 


Boyd Rippey, formerly with 
Morton Salt Company and _ presi- 
dent of the San Francisco Junior 


Advertising Club, has been named 
promotion manager of Station 
KFRC, San Francisco. 


We're awful sorry 
we ran out of rice and old 
shoes ... 80 many people 
come here to celebrate 
their first, fourth or 
fortieth wedding anni- 


versaries.... 


But it’s all right. <<. Lots 
of folks come here on 


vacation just for fun. ; ¢ ¢ 


To swim in crystal clear 


sell defense saving stamps and 
bonds will be expanded July 22. 
Entitled “For America We Sing,” 
the show will be broadcast from 
7:30 to 8 p. m. Tuesday evening 
over the NBC Blue network. Time 
and talent are being donated by 
NBC 
Full Time for WBAL 

Station WBAL, Baltimore outlet 
of the NBC Blue network, is no 
longer synchronized with Station 
WJZ, New York. The station now | 


operates full time on a frequency 
of 1,090 kilocycles with 50,000 watts 
power 


Brewer to Erwin, Wasey 


Hampden Brewing 
Willimansett, Mass., 
Erwin, Wasey & Co., 
agency for Hampden lager beer and 
ale, effective Oct. 1. 


Company, 
has appointed 


New York, as | 


Big Pelican Lake, ...to 

breathe zippy, pine-laden 
air... to golf, fish, play 

tennis, ride; for boating, 
sailing, canoeing and 


dancing. 


All at surprisingly low 
cost... 50 modern cabins 
100 complete hotel rooms. 


Write for details .i3 
illustrated booklets: 


BREEZY POINT 
LODGE 


PEQUOT LAKES, MINN. 
In the Heart of Minnesota's 
Great North Country 

MODERATE RATES 
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ADVERTISING AGE 


July 21, 194; 


Defense Economy 
Pattern Outlined 
by Leon Henderson 


(Continued from Page 2) 


reads ‘Don’t let them catch us with 
our plants down’ I suggest you take | 
this as your motto. 

“But now let me speak to all of | 
you in your capacities as house-| 
wives or as that most necessary Al | 
priority household appliance, the | 
bill-payer. 

“Prices are going up. Parity 
loans, wage _ raises, and ocean | 
freight rates are real cost increase 
items. They come, of course, at a 
time when defense needs are short- 
ening available supplies just at the 
time that wage earners, hungry for 
all kinds of goods, are getting more 
pay. 

“Before long now there will be 
more purchasing power’ running 
around hunting something to buy 
than there are goods available. If 
that occurs to substantial degree, 
no power on earth can prevent in- 
flation. 

“For that reason the government 


ito barge ahead in the fight against 


must sop up some of this extra 
in many healthy ways. It must in- 
crease taxes, thus helping to pay 
for defense. It can stimulate sav- 
ings—thus providing a_ back-log 
for the future when first attention 
is not being given to making mer- 
chandise of death. Consumer credit 
must be kept from expanding. At 
the same time, increased attention 
must be given to making it easier 
for industries which do not com- 
pete with defense, to expand their 
production. 


“In the meantime the govern- 
ment must stiffen its control over 
prices—no matter how ornery and 


belligerent the outcries become. We 
do not expect to be popular—in 
fact, I’ve said recently the honey- 
moon is over. We expect to be 
judged by our fairness, and only 
the judgment of time can tell that. 

“In other words, OPACS expects 


inflation. 
Losses Faced by All 


“Inflation is an ugly word, and so 
are its consequences. It takes deep | 
bites into the standard of living of | 
every wage earner, every person | 
of fixed income. It dilutes every 
savings account and every insur-| 
ance policy. When it is in its stride, 
no manufacturer is safe in his com- | 


| 


mitments and no housewife is safe 
| purchasing power, and it can do so| from 


rationing. No class gains 
permanently by inflation. 

“If we assume that all the people 
working at producing goods and 
services in this country are work- 
ing eight hours a day—then our 
defense is taking one hour of their 
time. But in Germany, every em- 
ployed person is working between 
four and five hours out of every 
eight on defense, and England is 
about the same. 

“I feel that Hitler will be licked 
by American production—but we 
can’t do it by giving just one hour 
out of eight. 

“We can equal Nazi Germany 
and all its conquered territory’s 
production if we spend two hours 
a day on defense. In other words, 
two hours a day of America’s pro- 
duction is equal to 4 or 5 of Nazi 
Europe's. 

Must Out-Produce Hitler 

“If we are in earnest about this 
matter—and I believe deep down 
we all are—then the American way 
would be to out-produce Hitler. 
We can do this if we spend three 
hours out of every eight for de- 
fense. 

“My guess is that by next spring 
we will be equalling Hitler’s pro- 
duction. 


“What I’ve been trying to do is 


é“ 
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It is 5 P.M. Whirring carbon arcs are stilled momentarily. 
The night shift is just coming on. Over at the city desk a light burns brightly. An entry clerk 
is carefully marking and checking every piece of copy. Copies of every shape and size. All 
requiring special instructions. All using different means for reproduction. Some will be repro- 
duced on zinc, others on copper, many are combinations. This one will require 10 days to 
complete, here’s another marked rush for tomorrow 4. M.! Time is the important element 
in our business. Delivery deadlines are always near. With thousands of dollars invested in 
space rates, photographs and art work, it is certainly convenient to have the added hours 
of work from our night force. The next time you find that a deadline is drawing near and 


you need quality photo-engrayings—call in a Wallace. Miller representative for an estimate. 


We are always in —day or night. 


WALLACE- 


MILLER 


Phate- Eng nauers 


406 West Superior Street, Chicago, Illinois 
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to prepare you for the changes in 
the direction of our production—to 
tell you that as manufacturers you 
will need to be thinking about sub- 
stitutes, simplification, conserva- 
tion, and above all, gearing into 
defense production by direct con- 
| tracts and subcontracts. And to all 
of you as consumers I’ve been try- 
ing to say—keep your eye on prices. 


| 


Lists Changes Required 


“Tranformation into an arsenal 
of an economic system devoted to 
production of peacetime goods re- 
quires, first, a change in the type 
of equipment used in manufactur- 
ing and, second, an expansion in 
the overall volume of goods—both 
armaments and civilian—produced. 

“The first of these changes means 
that factories must be altered or 
new ones built to produce the par- 
ticular type of equipment—much 
of it mechanized—required for a 
modern army. 

“The second major factor in- 
volved when a_ system such as 
ours, With its large unused labor 
supply, embarks on an armament 
program is that of expanding 
overall production. This means that 
as the buying power flowing to 
armament workers comes into ac- 
tion we must have goods available 
in civilian markets to meet it. In 
the aggregate, it means that over- 


all production must be expanded 
to the maximum possible an 
amount which should be limited 


only by the supply of labor. There 
are many types of outlets for this 


armament-created buying power 
including food, clothing, amuse- 
iments, travel, and other civilian 


goods which do not compete seri- 
ously with needs of the armament 
program for men, materials, or ma- 
chines. 
All-Out Production 

“It is becoming evident now that 
raw material supplies will be 
grossly inadequate in many fields 
for combined armament and 
civilian needs while in some cases 
there will be barely enough for 
armament alone. Some of us in the 
defense program failed in the hec- 
itic days of last summer following 
formation of the national defense 


| program to grasp the magnitude of | 


the defense program. There has 
been too much pious shouting about 
the capacity of American industry 
to handle any load thrust upon it, 


too much talk about ‘business as 
usual’, Furthermore, there has 
been far too much concern within 


industry over the dangers of ex- 
pansion, too much willingness to 
accept shortages of raw materials, 
of plant capacity, of power, and 
freight cars as an inevitable con- 
/comitant of all-out production in 
this country. We have been too 
prone to think of vested 
of friends in industry who might be 
|}embarrassed when the emergency 
| is over by more plant capacity than 
|it was thought could be used on the 
| basis of past experience 
| “Literally interpreted, this phil- 
|osophy means that its proponents 
believe the country is done. It de- 
‘lie a complete failure to realize 
|the potentialities of our 130,000,000 
| people. It assumes that because we 
have had unemployment in the 
past we can never achieve and 
maintain something approaching 
full employment. That philosophy 
is false and will be proved so in 
the future. 

“This armament program is going 
| to teach the people one thing—that 
it is possible to have jobs, to earn 
high wages, to produce goods if the 
demand is there. True, during the 
emergency the demand will be pro- 
vided in a large part by one cus- 
tomer, the government, and the 
goods this customer will be buying 
are not the kinds we as civilians 
can use. But if employment can 
be provided for production of arm- 
aments it can be provided for con- 
sumers goods when we no longer 
need to produce armaments. Once 
the people learn that lesson no 
political party, no government can 
long permit widespread unemploy- 
ment to continue. The people are 
slow to learn but they learn well. 
It may mean continued high levels 
of government expenditures once 
|the emergency is over for such 
| things as parks, public buildings, 


interests, | 


| highways and the like, but emp] 
ment our people will demand anq 
employment they will have. 

“For the first time in their live 
millions of workers are now g: 
to have the buying power to re 
satisfy their wants. We can’t 
duce all the range of commod 
which they will desire to buy 
cause of armament drains on ray 
material supplies but we can 
crease our production of non-< 
petitive goods. These people re 
going to be able to eat better fioq. 
to wear better clothes, and to 
in better houses. Such products 
are generally not competitive w ith 
the defense program or if they re 
the competition comes in fields 
where capacity is adequate to t ke 
care of both an increased Civil an 

ld 


ig 


and armament demand. We sh 
stimulate production of such goods, 
thus helping to take up some of 
the still large volume of unemp!: y 
ment in the country and providing 
an outlet for the buying power of 
our workers. 

“Furthermore, the service indus- 
tries and trades will provide an 
outlet for much of this armament 
created buying power. For the first 
time in their lives millions of 
people are finding themselves with 
sufficient funds to secure adequite 
medical and dental care, to enjoy 
amusements heretofore out of their 
range, to travel, to send their chil- 
dren to college. 

“The more we can provide in the 
way of such non-competitive goods 
and services for the workers of 
America the higher we can main- 
tain their morale, the more they 
will strive to carry on this pro- 
|}gram on which we are embarked 
We can’t produce all the things we 
would like to but that is no reason 
why we should stint our production 
of the goods and services which 
we can turn out without interfer- 
ing with the main job of producing 
armaments.” 


WILL LIMIT VARIETIES 
ON NON-DEFENSE GOODS 
New Orleans, July 15.—Simplifi- 
cation and standardization of goods, 
with fewer sizes, styles and vari- 
eties, will be sought by the govern- 
ment in a broad program to be 
launched shortly, Donald M. Nel- 
|}son, director of purchases of OPM, 
|told the National Retail Hardware 
Association here today. The pro- 
gram will not be an arbitrary one, 
but will be worked out in collabo- 
|ration with committees represent- 
ing manufacturers, distributors and 
consumers in each field, he said 
Such simplification and standard- 
ization, he said, can be of real help 
in easing up demand for the scarcer 
|materials needed in the defense 
| program, notably metals. “It is not 
proposed to bring about conditions 
of standardization and the reduc- 
|tions will not be such as to im- 
| pose real hardships on the public,” 
lhe said. 


Publisher Appoints 

| A. S. Barnes & Co., New York, 
j}has appointed Schwab & Beatty, 
New York, to direct advertising of 
|the Barnes Dollar Sports Library. 
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PHOTOGRAPHIC REVIEW 
OF THE WEEK 


LISTENERS GET A LOOK AT AUNT JENNY 


Television set owners in the New York area got their first glimpse of Spry's 
Aunt Jenny, familiar to daytime radio listeners, when Lever Bros. broadcast a 
special visual version of “Uncle Jim's Question Bee" over NBC recently. Ruth- 
rauff & Ryan produced the show. The Spry package stood out prominently in 
this scene as Aunt Jenny cut a delicious looking cake. Danny Seymour, regular 
announcer, is shown fourth from left with several of the contestants. 


| CARSTAIRS SEAL MULTIPLIES LIKE RABBITS 
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G. Allen Reeder, advertising manager, Carstairs Bros. Distilling Company, New 

fork, is running out of space for all the seals sent him since the company intro- 

duced its white seals less than two years ago. A Batchelor cartoon in the New 
York Daily News is one of his newest acquisitions. 


A DAINTY MORSEL FOR HEDDA HOPPER 
ie » es oe as . ry 7 


- 
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— Elle (right), advertising manager of the California Fruit Growers Ex- 

ude ha ves as Hedda Hopper prepares to tuck away a gargantuan piece of 

wna Kussell Simpson, assistant advertising manager, looks on. The cake- 
curr 


ed at a recent surprise birthday fete for Miss Hopper following her 
coast-to-coast broadcast for Sunkist fruit. 


TEST KIT 
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L. R. Kerns Company, Chicago, uses this 
compelling demonstration to prove the 
adhesive qualities of its Cling oil. Twin 
tubes are mounted on the easel, one 
containing Cling, the other a mineral oil 
of equal grade. When the tubes are 
punctured, slow drainage of Cling shows 
the greater coverage and adherence of 
the new industrial lubricant. Commer- 
cial Advertising Agency handles the 
account. 


NEW CARTON 


Blue and white stripes on the sides 
attract attention to this new display 
carton for products of National Biscuit 
Company. Both the five-cent price and 
the slogan "Nibble a NAB for a Nickel” 
appear on the sides and the front in 
white letters on blue background. 


THAT PETTY GIRL SAFELY TAKES A DRINK 


Battcally < NON-FATTEN IY 
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This current Acme beer 24-sheet poster was drawn especially for Acme Breweries, 
San Francisco and Los Angeles, by George Petty. Brisacher, Davis and Staff 
handles the account. 


CANNON READIES FOR CHRISTMAS SHOPPING 


Cannon Mills will introduce a new set of gift lines to consumers with this color 
spread in the Dec. | issue of Life. Color pages featuring the attractively pack- 
aged towel and sheet gift suggestions will also appear in December issues of 
American Home, Better Homes & Gardens, Good Housekeeping, Ladies’ Home 
Journal and McCall's. 


NAM SUPPORTS U. S. DEFENSE DRIVE 


ITS EVERYBODYS JOB 


* ‘@ 


The artistry of McClelland Barclay is combined with compelling copy in this 24- 
sheet poster prepared for the National Association of Manufacturers by Conti- 
nental Lithograph Corporation, Cleveland. Distribution will be nationwide. 


PERSISTENT COPY SPREADS FAME OF MAIDEN FORM BRASSIERES 
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Back in 1929 and 1930, pioneering in a new field, Maiden Form Brassiere Company used the two advertisements at the left, 
with copy emphasizing ‘curves that the new fashion demands” and a “restrained natural contour which is the very breath of 
the new Parisian Princess fashion.” Current magazine copy is shown in the two ads at the right, describing Allo, desiqned 
for women with larger-than-average bosoms, and Allo-Ette, for ‘just a trifle lercer-than-average.” Arthur Rosenberg Com- 


pany handles the account. 


(Story on Page 10.) 
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“SPOT BROADCASTING 


enables us to adjust our advertising to 


local situations effectively—and quickly” 
... says Mr. Russell Z. Eller for Sunkist 


In the fast moving produce business, local problems frequently 
arise—seasonal, competitive or market-wise—which “national” 


advertising is too inflexible, too slow acting to deal with. That is 


why Sunkist and many another large network advertiser turns to 


THE VALUE 
OF INFORMATION 
1S MEASURED BY ITS 
RELIABILITY 


Spot Radio for local action where and when the action is 


_& COMPANY 


NATIONAL STATION 
ee pean wien pace REPRESENTATIVE? 


$ 
Ask a John Blair man. CHICAGO + NEW YORK «+ DETROIT «+ ST. LOUIS +» SAN FRANCISCO + LOS ANGEL 


needed. It’s a way to bring advertising and salesmanagementa om 


long step closer together...to the boundless benefit of both! 


ore @ Spot Broadcasting assures maximum effectiveness because you have 


ne 
: 
7 ms a ANE, : 3 A mi ae a te 1 
4 . 
f s 4 7 . 4 A & LG ry 
ie C\LIFORSE yrest GROW FERS Exons ¥ 
a o 
g gy nlsist 
E Or ange s- G -apeire™ -Le ons 
“Fi ga pos ANGELES 
“3 Fc K —l4 © ALIFORNE® , ae sae wee ie a 
—% pentane nel July 9th 1941 is P gees hy & cr i | ae ere ‘ 
be ‘ir. caret coven a ” — : 
Jon pieit ~ sompend os | pee 
cnamoe of Sommer c® pus dine 3 a ee 
1 2 tos Aneete®” pester 9 ’ % 
ee 4 : ‘ “<sie y 
igi +3 9 prones 2s zo1d me ft ‘ 3 - @ ee 
= AY « ya rkinso% of Lore e ¢ gtiné 7 2a _ 
| manera ” connects On = . hag ‘ vl  - Ss ° 
; na P & a a4 ~ : 
yavities®: prank - ag ess: : ; e _ aes 
tein ye <rour etavion® nich are carryin our pusi® + ao Pl 7 . eh. : 
og wnile our compare employs all pasic oe. port ar3ah° af 50 ras ’ Crs: : #4 7 4 
4 #7 and , preckatn of tne parr age Ww A . “£0 net aie 4 a F i” 
ike in amprencat ont eet tne is qpickly cnane i a - . «an ‘Te | 
ee oD snor* novice ynere Em HOP . es ot &§ ae ~~ ) 
ae ee ; 
nal Z pusines® make guch ef for gavis® { 
Mie pvERTISING MANAGER 
a for example» to remind wR. gusset * ELLE, B mn 
i EB It 4s of qalve 40 us 4a our camparee® 7 nret® nssecte® cALiFonnie Rvit GROWERS exchin 
aaa xne pu0iie of whe wave of not enonad® {n Sa “on eyeterine 
Pa by fi epraemc®: We 28° end 3% produ’ "sure penint 
— yf gr eutton in particule areas? °% oat an re ear ~t Bc 
qenecteles mompetht norte - os % ym pancest Os enavie® - 4 
a covere® vy o% network proeran a eawwarior® egective i 
iste ys %0 ga. jus* our nveriele ko 10°C 4 
oe ; oa Ex son 
ees our qooperetten” TR si 
ageid press? accer® ™ grarke FOF | — Lom A PR ; 
/ Per, Essy t 
ij Spore” 
sancete> ours» / “Is 
a ; nN 
a. a & 
a z. Barrette : “if 
aussel) . er’& - 
. — s00Ep 
tic 
| ! He p, © OV f 
, ! Ba, ER 
Hie. / Sp E , 
Pit $ 3 , 
Bo | 
/ er: 
: = é ne 
: mé 
ae wh 
4 bi RA 
» Pio 
re ig P ’ TH A d 
cecil eee n | | 
an 0 bu 
Gee ee ; NAL Pri tis) 
4 ! “ae ; 
— f 
_ / ra 
sey / 
ie / 
sd ee w me 
: > pe s a 
- — ' | : & old 
a * 1 , ii is i ' n 
# ; | | 
i a : ed choice ; hay 
*. Peo the 
a & f ap es ta? hay 
Re ke tee nS, Cael 4 Ne see ; : 
Sale. (ee ay # ar i ee fe - a1 a i igs 
t., 7 * i ~ 7 ; . on , am s = i ' t 
a. ii ee % aS oy cae a rigl 
ay ae bag seid car rt ry j ‘” Z +; Z abdq 
dS ag 
oy glee = ek eis “P it oe 3 
bog Nhe Died ap oe 
2 See 


